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Abstract 
Currently in social marketing practice mobile games (m-games) are beginning to 
become an area of interest, with campaigns increasingly including them in their design. 
However, whilst social marketing practice has begun to explore the opportunities of 
social marketing m-games little scholarly research has directed social marketers as to 
how they create experiential value for the user or how game attributes (characteristics) 
should be designed. In recognition of these current gaps of knowledge this thesis 
investigates three gaps in practitioner and scholarly knowledge: first, it examines how 
experiential value is created by social marketing m-games (RQ1); second, it 
investigates how key game attributes could be categorised for social marketing m-
games (RQ2); and third, it investigates how key game attributes influence experiential 
value created by social marketing m-games (RQ3). 
To address the three current knowledge gaps regarding social marketing m-games this 
thesis employed a two-study, mixed-method approach. Study One qualitatively 
investigated the experiential value created by social marketing m-games and their key 
game attributes in four focus groups (n=21), using the pre-established social marketing 
m-games: Dumb Ways to Die, My Quit Buddy, CityGT and Quit for You Quit for Two. 
The findings of Study One identified three categories of experiential value: 
entertainment (made up of amusement and social value dimensions), sacrifice value 
(made up of economic and time dimensions) and behaviour value (made up of 
information, simulation and distraction dimensions). Further, two key categories of 
game attributes were identified: disguise (made up of character, challenge and 
feedback) and performance (made up of virtual training and behaviour monitoring).  
The findings of Study One consequently provided the foundation for Study Two, 
which quantitatively tested a proposed model representing the 11 influential 
relationships between game attributes and experiential value dimensions. Study Two 
collected data from a consumer panel using a pre- and post-online survey, acquiring a 
final sample of n=497. Structural equation modelling (SEM) was then used to analyse 
the hypothesised relationships in the model, with 8 of 11 relationships being supported.  
 III 
Combined, the findings of the two studies provide four contributions. First, this thesis 
demonstrates the complexity of experiential value created by social marketing m-
games, illustrating that experiential value can represent motivation to use a game, 
opportunity to use a game and ability to perform a behaviour. Further, it demonstrates 
that social marketers should aim to create a balanced package of entertainment and 
behaviour value. Second, this thesis contributes to the social marketing literature by 
explaining how key game attributes common to games (character, challenge and 
feedback) can be used to not only entertain a user but disguise the behavioural aspect 
of the game. Additionally, two key game attributes not previously identified in the 
literature were found, demonstrating that social marketing m-games are different in 
their design to other m-games as they have additional game attributes focused on 
assisting users to change their behaviour. Third, this thesis provides insight as to how 
game attributes in a social marketing m-game can influence two desired outcomes 
(entertainment value and behaviour value) simultaneously. Finally, these three 
contributions together provide a broader contribution to social marketing by 
demonstrating the usefulness of leveraging and extending upon conceptual frameworks 
from related social marketing disciplines. 
Practically, this research contributes by providing guidance as to how to develop and 
evaluate social marketing m-games. These practical contributions include: using 
experiential value as a diagnostic tool to evaluate the performance of social marketing 
m-games, developing a checklist of the key game attributes required to be designed in 
a social marketing m-game, and explaining how social marketing m-games can 
influence desired outcomes. Several other practical contributions are also outlined. By 
implementing the findings of this thesis social marketers will be more informed of how 
social marketing m-games should be designed and how they create value for the user. 
Keywords: m-games, experiential value, game attributes, social marketing  
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Chapter One: Introduction 
“Marketing is manipulation and deceit. It tries to turn people into something they 
aren’t – individuals focused solely on themselves, maximising their consumption of 
goods that they don’t need.” (Chomsky, 1998) 
1.0 Introduction  
The opening quote by Noam Chomsky (1998) suggests that the discipline of 
marketing is one that prioritises materialism and selfishness. Indeed, to the layperson 
marketing is seen as a “dark art”, which is focused purely on influencing consumers 
to purchase goods or services to profit an organisation (Grier and Bryant, 2005, 
Sutherden, 2011). However, in recent times marketing has moved away from a pure 
commercial focus and applied marketing principles to not only create profit for 
organisations and shareholders but to improve the environment and society. This has 
led to the creation of new sub-disciplines in marketing, including green marketing, 
corporate societal marketing, not-for-profit marketing and social marketing. This 
thesis takes particular focus on the marketing sub-discipline of social marketing, 
which is defined as “seeking to develop and integrate marketing concepts with other 
approaches to influence behaviour that benefit individuals and communities for the 
greater social good. Social marketing practice is guided by ethical principles. It seeks 
to integrate research, best practice, theory, audience and partnership insight, to inform 
the delivery of competition sensitive and segmented social change programmes that 
are effective, efficient, equitable and sustainable” (Australian Association of Social 
Marketing, 2015). 
Wiebe (1952) first began the discussions of broadening the application of marketing 
to non-commercial contexts. Decade’s later social marketing was introduced as a sub-
discipline of marketing by Kotler and Zaltman (1971). Overtime social marketing has 
successfully improved rates of desired behaviours including healthy eating (Dutta-
Bergman, 2004) and smoking cessation (Hastings and McLean, 2006). To achieve 
these improvements social marketing interventions have aimed to encourage 
individuals to change their behaviour through the use of traditional marketing 
concepts, such as consumer orientation, exchange, segmentation, competition analysis 
and the marketing mix (French et al., 2010, Wood, 2008). However, with the recent 
technological revolution ensuring changes in consumer behaviour, particularly in the 
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use of mobile technology, traditional approaches are becoming obsolete as the value 
they provide the consumer begins to diminish (Lefebvre, 2009). 
In recognition of this diminishing value of traditional marketing approaches social 
marketers are looking for new avenues to provide value to consumers in the quest to 
improve society. Mobile technology provides opportunities for social marketing, with 
recent industry reports indicating that 22% of the world owned smartphones in 2013 
and that this will continue to grow in the future (Heggestuen, 2013). Social marketers 
have begun to explore mobile technologies to improve health and wellbeing and the 
environment using mobile apps (Schuster et al., 2013, Bowerman and DeLorme, 
2013), SMS (short message service) (Fjeldsoe et al., 2009) and mobile games (m-
games) (Tierney, 2011). Despite social marketing practitioners increasingly funding 
the development of m-games scholarly research in this area is lacking. In particular, 
there is a lack of evidence as to the value that is created by social marketing m-games 
and what specific game attributes (features) are key in their design. Further, there is 
little direction as to how key game attributes influence value created in social 
marketing m-games. This lack of understanding is of particular concern for social 
marketing, as the design, testing and building of m-games can cost upwards of 
AU$250,000 (Jo-Anne Little, Marketing Project Manager, CitySmart, personal 
communication, April 16, 2015). Thus, without this evidence, practitioners can 
potentially waste significant amounts of funding by developing m-games that don’t 
create value for the user (Mulcahy, Russell-Bennett & Rundle-Thiele, 2015) or lack 
the game attributes which assist the user to change their behaviour.  
This thesis focuses on addressing three significant gaps in the social marketing 
literature regarding m-games. The first gap investigated by this thesis is the limited 
understanding of how experiential value is created by a social marketing m-game. The 
second gap is the lack of explanation as to how key game attributes can be categorised 
to assist their design. Third and finally, this thesis investigates the lack of 
understanding regarding the influence of key game attributes of a social marketing m-
game on experiential value. 
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1.1 Research Rationale  
At present there is a debate in the social marketing literature as to the appropriate 
approach for developing social marketing theory. One approach to developing theory 
taken by scholars is that of developing entirely unique and new theories for social 
marketing (Peattie and Peattie, 2003, Hasting and Saren, 2003). Social marketing 
scholars who support this view often argue that this is the most appropriate as it 
moves the discipline away from its “ugly” origins of commercial marketing (Hastings 
and Angus, 2011). The second approach to developing theory in social marketing, 
which recognises that social marketing is a sub-discipline, embraces the extension of 
theories from commercial marketing and other related disciplines such as psychology, 
health and education (French and Russell-Bennett, 2015). The debate regarding 
theory development in social marketing is the side effect of the discipline’s struggle to 
legitimise itself as a field in its own right (Dibb, 2014, Donovan, 2011, Hastings and 
Angus, 2011). Scholars who take the second perspective to the development of theory 
in social marketing argue that not all actions by commercial marketing or other 
disciplines are evil (French and Lefebvre, 2012) and that scholars should leverage and 
extend upon these theories and apply them to social marketing. This thesis contributes 
to this debate in the social marketing literature by demonstrating the usefulness of 
leveraging prior theories and conceptual frameworks from commercial marketing and 
related disciplines and extending them to investigate social marketing m-games.  
1.2 Background of M-games  
M-games is an area which has seen exponential growth in conjunction with the 
increase in ownership of smartphones. Industry reports estimate that the global m-
games market will grow 27.3% annually and reach an estimated worth of US$23.9 
billion by 2016 (Newzoo, 2014). In acknowledging this commercial growth in 
smartphone ownership and the m-game player market, social marketing practitioners 
have begun developing m-games and implementing them in their interventions. 
Examples of social marketing interventions that have used m-games include: My Quit 
Buddy, Dumb Ways to Die, CityGT and Quit for You Quit for Two. However, whilst 
social marketers are spending significant marketing budgets on developing m-games 
three key managerial problems appear to exist. First, there is no evidence of the value 
gained by a user using a social marketing m-game. This is troublesome, as currently 
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social marketing practitioners do not know if social marketing m-games can create 
value that goes beyond entertainment and assists users to change their behaviour. 
Second, there is no evidence as to which game attributes (features) are specifically 
used for entertaining a user and which are used for assisting a user to change their 
behaviour. As social marketing practitioners cannot identify key game attributes 
which entertain or assist a user to change their behaviour they are potentially missing 
important design aspects which make a social marketing m-game successful. Third, 
there is currently a lack of an evaluative framework for social marketing practitioners 
to assess the performance of social marketing m-games. Thus, social marketing 
practitioners currently cannot effectively evaluate the effectiveness of their social 
marketing m-games in encouraging and or assisting users to change their behaviour. 
Overall, these three managerial problems are addressed using two key conceptual 
frameworks: experiential value and game attributes.  
1.3 Theoretical Frameworks and Research Gaps  
Along with the three identified managerial problems, a review of the literature reveals 
three related focal gaps in the social marketing literature. First, the social marketing 
literature does not explain how experiential value is created by a social marketing m-
game. This is theoretically significant as creating experiential value has been shown 
to be important in influencing desired social marketing outcomes, such as satisfaction 
and behavioural intentions (Zainuddin et al., 2013), and commercial marketing 
outcomes, such as loyalty and word-of-mouth (WOM) (Cronin Jr et al., 2000, 
Sánchez-Fernández and Iniesta-Bonillo, 2007).  Second, the gaming and social 
marketing literature provides no direction as to how to categorise the key game 
attributes of a social marketing m-game. As social marketing m-games are different to 
most m-games, in that they try to entertain and also change behaviour, it is important 
to go beyond past research’s focus on game attributes that only entertain the user (Yee, 
2006, Sweetser and Wyeth, 2005). Thirdly, the social marketing literature has not 
explained which game attributes influence experiential value created by social 
marketing m-games.  
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1.3.1 Theoretical Framework and Research Gap 1: Experiential Value Created 
by Social Marketing M-games 
The concept of experiential value is defined as the “interactive, relativistic, 
preference experience” (Holbrook, 2006, p.715) and has been shown to be a useful 
theoretical framework to explain why consumers use a product or service (Cronin Jr 
et al., 2000). This is because experiential value investigates the benefits a product or 
service provides the consumer (Payne and Holt, 1999). The concept of experiential 
value has been well researched in commercial marketing for services such as mall 
shopping, hospitality and Internet shopping (Sánchez-Fernández and Iniesta-Bonillo, 
2007, Gallarza and Saura, 2006, Sweeney and Soutar, 2001); however, research in 
social marketing is presently lacking, with only a handful of studies having been 
conducted since 2010 (Domegan et al., 2013, Zainuddin et al., 2011, Zainuddin, 2013, 
Zainuddin et al., 2013). 
Social marketing scholarly investigations of experiential value so far have been 
predominately limited to the context of traditional, non-technological services, such 
as cancer screening services (Zainuddin et al., 2013). Thus, investigations into 
technological products and services are not evident in the social marketing literature. 
Scholarly investigations in commercial contexts have demonstrated the experiential 
value created by online games and m-games (Okazaki, 2008) and these provide a base 
to understand experiential value in social marketing m-games. Additionally, two 
value frameworks by Sweeney and Soutar (2001) and Mathwick, Malhotra and 
Rigdon (2001) provide useful insight into experiential value which may be relevant to 
social marketing m-games. Whilst this prior research is helpful as a guide to 
potentially understand the experiential value created by social marketing m-games 
they do not fully explain the complexity of experiential value created by social 
marketing m-games. This is due to the unique nature of the social marketing aim 
behind the m-game.  
At present the experiential value literature is limited to explaining how an m-game 
can entertain an individual, with little research to explain how experiential value can 
assist the performance of a social or health behaviour by a user. Thus, social 
marketing m-games are unique, as they need to provide an experience that is 
enjoyable but also valuable in respect to assisting users to change their behaviour. 
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This thesis identifies this gap in scholarly understanding of how experiential value 
can entertain but also assist a user to perform a behaviour and addresses the following 
research question:  
RQ1: How does a social marketing m-game create experiential value for the user? 
1.3.2 Research Gap 2: Categorising Key Game Attributes for Social Marketing 
M-games 
The use of m-games in social marketing is a new area in both practice and scholarly 
research. Presently, social marketing scholarly research and other related disciplines 
have only evaluated the outcomes of games in social marketing interventions 
(Rundle-Thiele et al., 2015, Buller et al., 2009). However, these investigations of 
games in social marketing do not take into consideration the antecedents, such as 
game attributes, that lead to positive or negative outcomes. This is a significant gap in 
the social marketing literature, which provides little explanation as to what game 
attributes should be included in the design of a social marketing m-game. Further, this 
gap also leads to little clarification as to which game attributes can be designed to 
entertain a user and which game attributes can be used to assist a user to change their 
behaviour.  
In the gaming literature there is an abundance of game attribute frameworks with 
applications in the contexts of health (Charsky, 2010) and education (Fu et al., 2009). 
This abundance provides useful insights as to which game attributes can be designed 
to entertain the user. However, currently there is no existing framework which 
explains the game attributes necessary to help users adopt or maintain a behaviour. 
Therefore, this thesis categorises game attributes based upon their focus and addresses 
the following research question: 
RQ2: How can key game attributes be categorised for social marketing m-games? 
1.3.3 Research Gap 3: Game Attributes Influencing Experiential Value  
Currently in social marketing there is no empirical investigation as to the influence 
game attributes have upon experiential value created by a social marketing m-game. 
Social marketing to date has only examined the outcomes of services (Zainuddin et al., 
2013, Zainuddin et al., 2011) and the influence of experiential value on consumer-
based brand equity for a social behaviour brand (Mulcahy et al., 2015).  Further, 
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social marketing research has only investigated the outcome of games (Rundle-Thiele 
et al., 2015, Buller et al., 2009). Therefore, social marketing research provides no 
explanation as to how game attributes can influence experiential value, which 
entertains a user but also assists them to change their behaviour.  
Research in the gaming literature provides insights as to how game attributes can 
influence the entertainment created by a game (Yee, 2006; Sweester & Wyeth, 2005) 
or other desired outcomes such as education (Fu et al., 2009). However, no research 
exists that depicts how game attributes influence two desired outcomes: 1) entertain 
the user; and 2) assist the user to change their behaviour. This is a significant gap in 
the literature, particularly when examining social marketing m-games. This thesis 
therefore addresses the third and final research question: 
RQ3: What is the relationship between key game attributes and experiential value 
built in a social marketing m-game? 
1.4 Research Design and Methodology  
In order to answer the three research questions a mixed-method, two-study research 
design was developed (see Table 1.1). A mixed-method approach was beneficial for 
this investigation of experiential value and key game attributes in social marketing m-
games as it provided the most comprehensive understanding of the research problem,  
which has had little to no scholarly attention (Bickman and Rog, 2009). More 
specifically, this thesis used a combination of both qualitative (focus groups) and 
quantitative (online surveys) methods to answer the three research questions.  
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Table 1.1: Overview of Research Design 
Research Question Research Gap Study Research 
Methodology  
Analysis 
Technique 
RQ1: How does a 
social marketing m-
game create 
experiential value 
for the user? 
 
GAP 1: There is a lack of 
literature explaining how 
experiential value is created 
by a social marketing m-
game 
 
 
 
 
 
Study 1 
 
Qualitative 
 
4 Focus 
Groups  
(n=23) 
 
 
A hybrid of 
Inductive and 
Deductive 
Coding 
 
Inductive coding 
– using an open 
coding technique  
 
Deductive 
coding – using 
an axial coding 
technique 
RQ2: How can key 
game attributes be 
categorised for 
social marketing m-
games? 
GAP 2: There is a lack of 
research identifying and 
categorising game attributes 
for social marketing m-
games which do more than 
entertain  
RQ 3: What is the 
relationship 
between key game 
attributes and 
experiential value 
built in a social 
marketing m-game? 
GAP 3: No research has 
investigated the influence 
game attributes have on 
experiential value created by 
social marketing m-games  
 
 
Study 2 
Quantitative 
Online Survey 
(n=497) 
Structural 
Equation 
Modelling 
(SEM) 
 
In investigating the research questions this thesis uses four pre-existing social 
marketing m-games as stimulus, namely: My Quit Buddy, Dumb Ways to Die, Quit for 
You Quit for Two and CityGT. Pre-existing social marketing m-games were chosen 
owing to the resource-intensive nature of developing an m-game (e.g. time and 
money). The My Quit Buddy m-game focuses on encouraging smoking cessation by 
providing users with distracting tasks, as well as tracking and providing feedback on 
their smoking behaviour. Dumb Ways to Die is an m-game which has 18 mini-games, 
with a small selection focused on train safety scenarios. Quit for You Quit for Two 
focuses on encouraging pregnant (or planning to be) women to quit smoking by 
providing games and activities to distract them from their cigarette cravings. Finally, 
CityGT is a driving m-game which focuses on demonstrating the dangers of using a 
mobile phone whilst driving. Further details of the games are provided in Chapter 
Three. 
1.5 Contribution of the Thesis  
The current thesis makes four significant contributions to theory in the areas of 
experiential value, game attributes and theory development in social marketing (see 
Figure 1.1). The first three contributions of this thesis each address a managerial 
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problem and an associated research gap and question. The fourth contribution of this 
thesis is formed from a collection of the first three contributions. 
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Figure 1.1: Overview of Thesis Contribution 
      
Practical Problem 1: 
Value Using M-games   
No evidence of the value 
gained by a consumer 
Research Gap 1: 
Experiential Value 
Lack of explanation as to 
how experiential value 
can entertain and assist a 
consumer to change their 
behaviour 
Research Question 1: 
Experiential Value 
How does a social 
marketing m-game create 
experiential value for the 
consumer? 
Practical Problem 2: 
Designing M-games 
Little guidance of how to 
design a social 
marketing m-game 
Research Gap 2: Game 
Attributes  
Lack of research 
identifying and 
categorising game 
attributes for social 
marketing m-games 
which do more than 
entertain  
Research Question 2: 
Game Attributes 
How can key game 
attributes be categorised 
for social marketing m-
games? 
Theoretical Contribution 1: Experiential Value 
1. New conceptualisation of experiential value explaining how 
value motivates (entertainment value) users to use the game, 
provide them the opportunity to play the game (sacrifice value) 
and ability to perform a behaviour (behaviour value) 
2. A balance of entertainment value and behaviour value needs to 
be created by social marketing m-games 
 
Practical Contribution 1: 
1. Experiential value can neither be 
too entertaining or too focused on 
changing behaviour 
2. Balance of entertainment and 
behaviour value is best for social 
marketing m-games 
Theoretical Contribution 2: Game Attributes 
1.Identifies key game attribute categories of disguise and 
performance and related game attributes   
2. Common game attributes function uniquely in social 
marketing m-games, disguising the behavioural focus of games 
through entertaining features  
3.Performance game attributes are new to the literature and 
focus on assisting users to change their behaviour  
Practical Contribution 2: 
1. Identifies key game attributes for 
social marketing m-games 
Provides a checklist of key game 
attributes for social marketing m-
games 
2. Categorises game attributes 
needed for entertainment and 
behaviour change 
Practical Problem 3: 
Evaluating Social 
Marketing M-games 
Lack of direction as to 
how to evaluate a social 
marketing m-game 
Research Gap 3:  
Game Attributes & 
Experiential Value 
No research has 
investigated what key 
game attributes influence 
the experiential value 
created by social 
marketing m-games  
Research Question 3:  
Game Attributes & 
Experiential Value   
What is the relationship 
between key game 
attributes and 
experiential value built 
in a social marketing m-
game? 
Theoretical Contribution 3: Game Attributes & 
Experiential Value  
1. Identifies a structural framework that demonstrates which 
social marketing game attributes influence experiential value 
and its balance of entertainment and behaviour value 
Practical Contribution 3:  
Provides an evaluation framework 
for social marketing m-games 
Theoretical Contribution 4: Development of Theory in Social 
Marketing 
1. It demonstrates the usefulness of borrowing theories and 
conceptual frameworks from related disciplines to understand 
social marketing problems   
2. It illustrates that when borrowing conceptual frameworks social 
marketing scholars should extend them in order to gain a full 
understanding of the research problem 
Practical Problem Theoretical Contribution Practical Contribution Research Gap Research Question 
Practical Contribution 4: 
Evaluates four current social 
marketing m-games 
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1.5.1 Theoretical Contribution One: Experiential Value 
First, this research leverages off prior experiential value conceptual frameworks (ie. 
Sweeney and Soutar, 2001, Mathwick et al., 2001) to propose a new conceptual 
framework for social marketing m-games. In this framework there are three categories 
of experiential value – entertainment, sacrifice and behaviour – as well as seven 
related value dimensions: amusement, social, economic, time, information, simulation 
and distraction. This new conceptualisation of experiential value provides insight into 
an individual’s motivations to use a game (entertainment value), the opportunity to 
use a social marketing m-game (sacrifice value) and the ability needed to perform a 
behaviour (behaviour value). In doing so it also discovers that in order for a social 
marketing m-game to create an ultimate package of experiential value “a balancing 
act” of entertainment and behaviour value should be created. There also appears to be 
a zone of tolerance when achieving this “balancing act” of value, in which social 
marketing m-games can create a dominant category of experiential value. However, if 
too little or too much of one experiential value category is created, this has the 
potential to lead to consumers not using the m-game or not performing a desired 
behaviour. Collectively these findings and contributions to experiential value extend 
upon previous commercial and social marketing research. Further, this thesis provides 
a theoretical explanation as to how experiential value can be applied to products and 
services that are not purely focused on entertainment or functional (behaviour) 
benefits, but rather focus on both to influence a behaviour. 
1.5.2 Theoretical Contribution Two: Game Attributes  
The second theoretical contribution of this thesis is the development of a game 
attribute framework for social marketing m-games, which identifies key game 
attributes and their focus on entertaining and/or assisting a user to change their 
behaviour. Three categories of game attributes were identified, with two of these 
categories (disguise and performance) being identified as key to the function of social 
marketing m-games. The first category, interaction, was deemed to not be key to 
social marketing m-games as it contains game attributes (visual, audio and controls), 
which are fundamental to the function of all games. While the category of disguise 
and its related game attributes (character, challenge and feedback) are commonly 
found in other games this study found that they function in a unique way when 
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applied to social marketing m-games. Disguise game attributes are used in a way to 
mask the behavioural focus of the social marketing m-game through entertainment. 
The performance game attribute category contains two unique game attributes to 
social marketing m-games, which are focused on assisting and encouraging the user to 
perform a behaviour. Overall, these findings contribute to the literature by not only 
identifying game attributes that are key for a social marketing m-game but also 
categorising them based upon their focus on entertaining, masking the behavioural 
focus of a game and assisting/encouraging the uptake of a behaviour.  
1.5.3 Contribution Three: Game Attributes and Experiential Value 
This research provides a third contribution by providing and testing a structural model 
which explains how game attributes in a social marketing m-game can influence 
different dimensions of experiential value. This is a significant contribution in both 
social marketing and gaming for two reasons. First, social marketing research in 
games has yet to investigate the antecedents of a desired outcome such as experiential 
value. Second, research in gaming has yet to investigate the influence of game 
attributes on entertainment as well as a behavioural outcome.  
1.5.4 Contribution Four: Theory Development in Social Marketing  
The three previous theoretical contributions collectively contribute to the current 
debate in the literature about leveraging off existing theories and conceptual 
frameworks from related disciplines compared to creating new base theories for social 
marketing (Peattie and Peattie, 2003, Dibb, 2014). In examining both experiential 
value and game attributes this thesis successfully leverages off previous conceptual 
frameworks from commercial marketing and gaming. This therefore provides 
evidence that social marketing scholars do not necessarily have to “fly solo”, as 
suggested by Peattie and Peattie (2003), but can successfully leverage off past 
conceptual frameworks and theories in related disciplines by extending upon them. 
1.5.5 Practical Contributions of this Thesis  
This thesis also makes a number of practical contributions to social marketing. First, 
this thesis has provided an explanation as to the experiential value created by social 
marketing m-games, which can entertain but also assist a user to change their 
behaviour. Additionally, this thesis provides guidance to social marketing 
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practitioners by identifying the need for social marketing m-games to create a balance 
of entertainment and behaviour value.  
Second, this thesis provides a list of key game attributes for social marketing m-
games, which provides direction to social marketing practitioners as to what to 
include in their design. This is a significant contribution which can potentially save 
social marketers tens of thousands of dollars when tendering works to marketing or 
digital agencies for developing social marketing m-games.  
Third, this thesis provides another practical contribution by offering a structural 
model which can be used as a guiding framework or diagnostic tool to evaluate why 
or why not a social marketing m-game has successfully worked. The structural model 
shows the relative importance of game attributes on each experiential value dimension 
and can provide social marketing with the ability to evaluate the successful design of 
the game. This then allows social marketers to identify game attributes that may need 
to be redesigned or experiential value which is required to be created or improved.  
Fourth, this thesis provides a practical contribution by evaluating the performance of 
four current social marketing m-games: My Quit Buddy, Dumb Ways to Die, Quit for 
You Quit for Two and CityGT. Specifically, the results of this thesis demonstrate that 
My Quit Buddy and Dumb Ways to Die are currently best practice based upon their 
game attribute and experiential value scores.  
1.6 Delimitations 
The delimitations of this thesis indicate its focus. First, the scope of this thesis is 
limited to investigations as to how social marketing m-games should be designed via 
examining key game attributes and how experiential value is created by social 
marketing m-games. Social marketing m-games in practice, such as Quit for You Quit 
for Two and Dumb Ways to Die, are used in conjunction with and supported by other 
marketing strategies such as advertising through traditional media (print, TV and 
radio) and technological media (websites and YouTube videos). Further, these 
additional supporting marketing strategies are often used to encourage the download 
and use of social marketing m-games. Whilst research is yet to determine how or what 
methods should be used to encourage the adoption of social marketing m-games this 
thesis only investigates their design and use rather than adoption. Although 
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understanding how to get users to adopt social marketing m-games is important the 
first step is uncovering how to design and evaluate a social marketing m-game. It is 
for this reason that the current thesis narrows its focus to game attributes and 
experiential value of current social marketing m-games.  
The focus of this thesis is on m-games and not “gamified” smartphone apps. In recent 
digital marketing strategies marketers have found great success with using game 
design elements in non-game contexts to motivate and increase interaction and 
engagement with users (Deterding et al., 2011) – a process known as “gamification”. 
Gamification increases users’ engagement by using game-like design techniques such 
as scoreboards and personalised feedback (Muntean, 2011). For the most part the 
major defining feature of what constitutes something as being gamified is the use of a 
selection of game design elements (rather than fully-fledged game elements) in a non-
game context (not restricted by electronic platforms) (Zichermann and Cunningham, 
2011). A game, on the other hand, has a complex system of rules and a series of tasks 
that guide players through a process to master those rules on an electronic platform 
(Domínguez et al., 2013). For example, the NIKE+  app can be classified as being 
gamified as it has challenges, feedback 
and scoreboards designed within it (see 
Figure 1.2). However, although the app 
is on an electronic platform, much like a 
game, its application of game design 
elements is outside the app. For example, 
for a user to participate in a challenge 
the challenge must be completed in the 
physical (real) world rather than 
virtually on the electronic platform, 
whereas an m-game such as Dumb Ways 
to Die (see Figure 1.3) can be classified 
as a game – not a gamified app – as the 
game design elements such as challenge 
and feedback are dependent upon the user’s interactions on the electronic platform not 
outside it. Thus, the focus of this research is on social marketing m-games, not social 
marketing gamified apps. 
Figure 1.2 Nike+ Gamified Features 
Figure: 1.3 Dumb Ways to Die Game 
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1.7 Outline of the Thesis 
This thesis is made up of an additional seven chapters (eight chapters in total) (see 
Figure 1.4). Following this chapter, Chapter Two: Literature Review provides a 
review of the literature to set the theoretical foundation for the first two research gaps 
and questions. In brief, Chapter Two provides a detailed discussion of the current 
experiential value literature in social marketing and commercial marketing (Research 
Gap 1 and Research Question 1). Additionally, this chapter reviews game attributes 
and relevant game attribute frameworks (Research Gap 2 and Research Question 2).  
Figure 1.4: Outline of Thesis Chapters  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Study One 
Study Two 
Chapter Eight: Discussion 
and Conclusion 
Chapter One: 
Introduction 
Chapter Two: Literature 
Review 
Chapter Three: Research 
Method-Study One 
Chapter Four: Study One 
Results 
Chapter Five: Theoretical 
Model and Hypothesis 
Development 
Chapter Seven: Results 
of Study Two 
Chapter Six: Research 
Method-Study Two 
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Chapter Three: Research Methodology – Study One then follows and provides an 
overview of the philosophical underpinnings of the research and a broad overview of 
the methodology of the whole thesis. Following this, justification for the qualitative 
approach using focus groups in Study One is discussed. 
Chapter Four: Study One Results presents the qualitative results for Study One, 
addressing Research Question 1 and Research Question 2. This is followed by the 
findings of Study One, conceptual models for experiential value and game attributes 
which are presented for theoretical development in Chapter Five. 
Chapter Five: Theoretical Model and Hypotheses Testing then presents a brief 
literature review of motivation, opportunity and ability (a result of the findings of 
Study One) to depict the components of experiential value which will be further tested 
in Study Two. Following this, the current gap in the literature regarding game 
attributes’ influence on desired outcomes in social marketing is explored. Chapter 
Five then presents a proposed model depicting relationships between key game 
attributes and experiential value dimensions. Along with the proposed model, 
theoretical support from Self-Determination Theory and previous empirical studies in 
related research are discussed to support the hypothesised relationships to be tested in 
Study Two. 
Chapter Six: Research Methodology – Study Two provides an overview of the 
quantitative research methodology undertaken in Study Two. In particular, 
justification is given for undertaking an online survey and using a structural equation 
modelling (SEM) data analysis technique. 
Chapter Seven: Results of Study Two reports the results and findings of the 
quantitative study. The sample characteristics and descriptive statistics of the 
variables are first reported. This is followed by a report of the reliability and validity 
tests of the survey measures, and the descriptive statistics of the constructs.  The 
results of the hypothesis tests are then presented, which indicate the eight supported 
and three non-supported hypotheses.  
Chapter Eight: Discussion and Conclusion concludes this thesis by addressing the 
research questions posed in Chapter Two and addressed by Study One (Chapter Four) 
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and Study Two (Chapter Seven). This chapter draws the results of the findings of both 
Study One and Study Two together to present the overall theoretical and practical 
contributions of this thesis, as well as the limitations of the current research design. 
To finish, a discussion of directions for future research is outlined. 
1.8 Conclusion 
Chapter One has first established the importance of the topic identified for the 
managerial problems focusing on social marketers seeking to use social marketing m-
games. Second, the theoretical gaps and associated research questions for the 
managerial problems have been outlined and justified. Third, the research method to 
address the research questions was explained and, finally, the theoretical contributions 
of the findings were summarised. The following chapter presents a critical review of 
the literature on experiential value and game attributes for Study One.  
In summary, Chapter One provided an overview of this thesis. First, it presented the 
background of the research. Next, the chapter discussed the current debate regarding 
theory development in social marketing. This was then followed by an overview of 
the research gaps and research questions which drive the research investigations in 
this thesis. Following this, an overview of the mixed-method research design was 
provided, followed by a discussion of the theoretical and practical contributions of the 
thesis. Finally, a summary and overview of the structure of the thesis was provided.
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Chapter Two: Literature Review 
2.0 Introduction 
The previous chapter (Chapter One) presented a summary of this thesis. The purpose 
of Chapter Two is to present an overview and critique of the literature which 
underpins the first two research gaps and research questions. In particular, this thesis 
focuses on two main concepts: experiential value and game attributes. This chapter is 
structured as follows. First, the chapter introduces social marketing, which is the 
disciplinary setting of this research, and discusses its key differential benchmarks and 
current debates regarding theory development. Second, the chapter reviews the 
experiential value literature. Following this it examines the classification of games 
and suggests that social marketing m-games can be appropriately classified as serious 
games. The following section then reviews the game attributes literature. The final 
section of the chapter then reviews Self-Determination Theory, a theoretical 
framework which will be used to link game attributes and experiential value. 
2.1 The Difference of Social Marketing   
Social marketing is a unique approach to changing behaviour that borrows and applies 
learning from commercial marketing to assist in addressing both social and health-
related problems (French et al., 2010). Although social marketing is underpinned by 
commercial marketing theories and practices, as well as seeking beneficial health and 
social outcomes, much like health promotion, the discipline differs greatly in its 
application and pursuits. In order to distinguish the difference between social 
marketing and other related disciplines, namely commercial marketing and health 
promotion, the National Social Marketing Centre, a leading social marketing 
organisation, proposed eight benchmark criteria: consumer orientation, theory, insight, 
behaviour, exchange, segmentation, competition and marketing mix. When making a 
comparison between social marketing and the related disciplines of commercial 
marketing and public health, key differences are particularly evident in five of the 
eight social marketing benchmarks, namely: behaviour, exchange, competition, 
segmentation and marketing mix. As pointed out by French and Russell-Bennett 
(2015), not all social marketing benchmarks easily distinguish the discipline from 
others such as commercial marketing and health promotion. Therefore, it is 
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appropriate to select those benchmarks which make a clear, distinct difference 
between social marketing and other related disciplines. Finally, in attempting to 
distinguish itself from other disciplines social marketing has had a significant debate 
as to the approach to developing theory in the discipline. This is also discussed in 
detail in further sections. 
2.1.1 Behaviour and Exchange  
First, behaviour and exchange are social marketing benchmarks that distinguish the 
difference between social marketing, commercial marketing and health promotion. 
From a social marketing standpoint, practicing social marketers “sell” a desired social 
or health behaviour in a marketing exchange (Kotler and Lee, 2011). However, 
commercial marketing is different as practitioners sell an economic benefit in the 
form of a product or service (Kotler and Lee, 2011). Health promotion also differs as 
its focus is not on “selling” a health behaviour but rather it educates and builds 
awareness of it (Rothschild, 1999). Further, unlike social marketing, health promotion 
is focused purely on health behaviours, whereas social marketing involves other 
social behaviours outside of health such as recycling and reducing energy 
consumption.  
2.1.2 Competition 
Another benchmark that demonstrates significant differences between social 
marketing and commercial marketing, but not health promotion, is competition. For 
example, competition for a commercial marketer constitutes organisations exchanging 
similar goods and services which satisfy similar consumer needs, whereas 
competition for social marketers are different variants of specific behaviours (Dann, 
2010). One example can be taken from alcohol, in particular beer. In commercial 
marketing different organisations’ offerings are represented by different brands such 
as Corona, Fosters and Heineken. In social marketing, however, alcohol drinking 
behaviour is represented by different variances of the behaviour, such as absent 
drinking, moderate drinking and binge drinking (Mulcahy et al., 2015). Additionally, 
social marketers are also competing with organisations that promote and or sell goods 
or services which facilitate a competing behaviour, for example beer companies that 
sell products that enable binge drinking. Therefore, social marketers must combat 
competition from two different sides. First, social marketers face competition from 
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other less desirable forms of a behaviour. Second, social marketers compete with 
organisations that facilitate a less desirable behaviour. Competition for commercial 
marketers, on the other hand, focuses predominately on one perspective: organisations 
selling similar products or services.  
2.1.3 Segmentation 
Segmentation and the target markets for social marketing differ notably to 
commercial marketing and health promotion. In commercial marketing the key target 
segment (market) is often selected based on profitability and ease of reach. Health 
promotion often takes a “population level” approach, targeting large segments of the 
population. Social marketing, however, differs as it neglects profitability and ease of 
reach, and also targets small segments based upon individuals’ motivation, 
opportunity and ability to change their behaviour (Rothschild, 1999).  
2.1.4 Marketing Mix 
The final key difference between social marketing, commercial marketing and health 
promotion can be witnessed in the application of the marketing mix and its 
beneficiaries. As a sub-discipline of marketing, social marketing shares similar 
principles to commercial marketing including the 4Ps: product, price, place and 
promotion. In social marketing the primary beneficiaries of the marketing mix are 
both the individual who changes their behaviour and society, while in commercial 
marketing the primary beneficiaries are the shareholders and the individual consumer 
(Kotler and Lee, 2011). Health promotion also differs from social marketing as it 
often only applies the promotion “P” of the marketing mix to assist individuals and 
society to change their health behaviour.  
2.1.5 Approaches to Social Marketing Theory Development 
Currently in the social marketing literature there is debate regarding the development 
of theory, with two major opposing viewpoints: one which calls for the development 
of new and unique theories to the discipline (Peattie and Peattie, 2003, Hasting and 
Saren, 2003), and the other which embraces the borrowing and extension of theories 
from related disciplines to social marketing (Domegan et al., 2013, French and 
Lefebvre, 2012). Origins of this debate can be seen from the difficulties that social 
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marketing has faced in legitimising itself as a field/discipline in its own right (Dibb, 
2014, Donovan, 2011, Hastings and Angus, 2011).  
Scholars who embrace the perspective that social marketing should focus purely on 
developing new and unique theory argue this approach should be taken in order for 
social marketing to distance its association from commercial marketing (Andreasen, 
2012). Scholars who support this perspective also argue that the negative associations 
of commercialism and organisational greed, which can often be associated with 
commercial marketing, can rub off onto social marketing (Hastings and Angus, 2011). 
Therefore, social marketers should develop their own theories rather than borrow 
those tarnished by commercial marketing. 
Social marketing scholars who embrace the alternate perspective argue the 
appropriateness of borrowing theories from related disciplines and contend that not all 
actions by commercial marketing or other disciplines are “bad”.  They propose that 
social marketing can weave together practice and theory ideas from other disciplines 
and extend upon them to strengthen a social marketing approach (French and 
Lefebvre, 2012). Further, they argue that the borrowing of theories and ideas from 
related disciplines leads to “fresh thinking” and innovation in both practice and 
scholarly research (Gordon et al., 2013). This is particularly beneficial as social 
marketing practice is not always significantly different in its application compared to 
commercial marketing; a small difference may exist only in their goal (behaviour 
change versus profit).  
This thesis takes the viewpoint of borrowing and leveraging off past theories from 
related disciplines, including commercial marketing and gaming, and applies these to 
the context of social marketing m-games. It is contended that this is appropriate given 
that experiential value has been researched in commercial marketing and games have 
been researched in related social marketing disciplines, including health and 
education. Thus, an opportunity exists to leverage off these past works. 
2.2 Experiential Value   
The concept of value has been an important area of research for several disciplines, in 
particular economics and marketing (Payne and Holt, 1999). More recently, the 
marketing literature has focused on value, with value’s inclusion in current definitions 
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of the discipline and recent theoretical discussions of service-dominant logic (S-D 
logic) (Dann et al., 2007). Interest in the concept has also come about in social 
marketing, with scholars arguing that value and value creation is at the heart of social 
marketing and its exchanges with consumers (French and Lefebvre, 2012). Such 
interest in value in social marketing is exemplified by Vargo and Lusch (2008), who 
point out that value and value creation may be “not only accommodative but 
potentially foundational to theory development in social marketing” (p.6). In further 
support, (French and Russell-Bennett, 2015) argue that value creation is a core 
principle which drives social marketing. 
Value, or value theory as it also referred to in the social marketing literature, is a 
relatively new area of research and theoretical discussion. As such, there are currently 
limited empirical investigations into value (for notable exceptions see Zainuddin et al., 
2011; Zainuddin et al., 2013; Zainuddin, 2013). This is puzzling given that value in 
social marketing has shown to be a useful theoretical framework to understand how 
and why consumers behave a certain way and how services can incentivise those 
actions (Zainuddin et al., 2011). Further, there has been exponential growth in social 
marketing scholarly discussions about the application and merit of value to the 
discipline (Desai, 2009, Domegan et al., 2013, French and Lefebvre, 2012). Thus, as 
empirical research into value in social marketing is scarce, this currently provides a 
prosperous area for academic exploration and contribution (Gordon et al., 2013).  
2.2.1 Perspectives to Value  
From a review of the value literature it is clear that research into value has been 
conducted from two perspectives: economic and experiential. First, investigations into 
value take an economic perspective, examining the economic benefits and perceived 
monetary sacrifices of an exchange (Payne & Holt, 1999). Further, economic 
investigations into value are often more commercially-focused, examining the 
organisational goal of profit (Zainuddin et al., 2011).  
Although the economic perspective recognises benefits and sacrifices of an exchange 
(Kim et al., 2007) this perspective does not take into account different forms of value 
beyond purely economic benefits (Sanchez-Fernandez & Iniest-Bonillo, 2007). In the 
marketing literature many now argue that the economic perspective to investigating 
value is flawed, as it cannot take into account the more modern, interactive and 
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service-orientated exchanges of value (Lin et al., 2005; Mayr & Zins, 2012). This also 
aligns with the social marketing literature, which argues that value should not be 
viewed purely from the producer or organisation (the economic perspective), but 
rather from multiple points of view (French and Lefebvre, 2012). Moreover, social 
marketers argue that an economic perspective of value is not appropriate as products 
and services are often provided at little to no economic cost to the consumer (Rimal 
& Creel, 2008; Zainuddin et al., 2011). Therefore, in social marketing taking an 
economic perspective to value would provide an imperfect investigation of the 
concept. 
The second and most appropriate perspective to value in social marketing and this 
research is experiential. The experiential perspective of value can be defined as the 
“interactive, relativistic, preference experience” (Holbrook, 2006, p.715). An 
experiential perspective to value tends to investigate the value experience, such as 
retail shopping or value-in-use of a product (Heinonen and Strandvik, 2009, 
Gummerus and Pihlström, 2011).  Much of the experiential value research has been 
conducted from a consumer perspective, investigating value in service experiences 
(Wu and Liang, 2009) and experiences with using technological marketing tools 
including Internet shopping websites (Mathwick et al., 2001). Such a perspective to 
investigating value is well suited to social marketing and this research, where 
customer orientation is one of eight key benchmarks of the discipline (French, 2011). 
Furthermore, an experiential perspective to value has been shown to be useful in 
understanding the value consumers seek from social marketing products and services 
(Zainuddin et al., 2011). Overall, an experiential value perspective is appropriate for 
this research given it investigates the value created from users’ experiences with 
social marketing m-games. 
2.2.2 Approaches to Value  
Whilst there is extensive research in the marketing literature the experiential 
perspective of value recognises that the concept is continuously changing based upon 
the products and services under investigation, as well as the contexts within which 
they are consumed (Kim et al., 2007, Wang and Wang, 2010, Gummerus and 
Pihlström, 2011). It is well understood in the marketing literature that whilst value has 
been extensively investigated it is important to note that it is difficult to formulate 
homogenous conceptualisations or discover generalisable findings (Gummerus and 
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Pihlström, 2011, Sigala, 2006). However, from a review of the literature it is clear that 
value can be investigated as a uni-dimensional or multi-dimensional construct.  
2.2.2.1 Uni-dimensional Approaches to Value 
The uni-dimensional approach to value has an influential body of research which 
represents the earlier investigations of the concept (Sánchez-Fernández and Iniesta-
Bonillo, 2007). This approach to measuring and investigating value is more functional 
in its focus, looking at the trade-off between product and service quality and its 
perceived price or sacrifice (Lin et al., 2005). Many studies have implemented a uni-
dimensional approach to value owing to its simplicity in operationalisation and 
measurement (Ruiz et al., 2008). While this approach is the most popular in the 
literature its foundations are focused more upon an economic base (Sánchez-
Fernández and Iniesta-Bonillo, 2007, Pura, 2005). Further, the uni-dimensional 
approach ignores the richness of the value construct, missing the numerous intangible, 
intrinsic and emotional factors which can make up the concept (Sánchez-Fernández 
and Iniesta-Bonillo, 2007, Ruiz et al., 2008). Additionally, the uni-dimensional 
approach is scrutinised, owing to its assumption that consumers have a shared 
meaning and measurement of value (Chen and Chen, 2010). As these factors are 
ignored, it has been argued that a uni-dimensional approach to value is not 
appropriate for inclusion in structural models (Lin et al., 2005), since quality and 
price are not well differentiated from each other and from other similar constructs 
(Petrick and Backman, 2002). Ruiz et al. (2008) correctly put forward that value is too 
complex to be conceptualised or operationalised as uni-dimensional. Therefore, a 
conceptualisation of value which is uni-dimensional is not appropriate for this 
investigation into the value created by social marketing m-games. 
2.2.2.2 Multi-dimensional Approaches to Value 
The multi-dimensional approach to value is a more contemporary approach. It 
consists of many distinct components of value which vary according to the consumer 
and context of consumption (Ruiz et al., 2008). In the literature the multi-dimensional 
approach to conceptualising and measuring value has been shown to be advantageous, 
as it overcomes validity problems and provides greater explanatory power in regards 
to the dynamic aspects of value (Graf & Maas, 2008; Chen & Chen, 2010). Further, 
research has supported the view that multi-dimensional conceptualisations and 
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measurements of value are superior to a uni-dimensional approach, as these broaden 
and deepen the understanding of the determinants of value (Ruiz et al., 2008). This is 
also the case in social marketing, where research has shown that multi-dimensional 
value frameworks are relevant and applicable in this context (Zainuddin et al., 2011). 
Empirically, a number of studies have shown the multi-dimensional approach to be 
useful in a variety of commercial contexts related to this research, including mobile 
services (Gummerus and Pihlström, 2011, Pihlström and Brush, 2008, Pura, 2005, 
Sigala, 2006) and electronic gaming (Yang et al., 2009, Verhagen et al., 2011, 
Okazaki, 2008). Nevertheless, whilst empirical research and scholarly discussion have 
shown a multi-dimensional approach to be superior, conceptualisations of value still 
remain troublesome, as it is difficult to identify a generalisable framework (Sánchez-
Fernández and Iniesta-Bonillo, 2007). However, given that the user’s use of social 
marketing m-games is likely to be motivated by a variety of factors, employing a 
multi-dimensional approach to value is argued to be supported by the literature. 
2.2.3 Experiential Value Frameworks  
A review of the marketing literature reveals a lack of agreement as to the appropriate 
foundational conceptualisation of experiential value in commercial marketing settings. 
However, research by Zainuddin et al. (2011) provides some evidence that 
commercial experiential value frameworks are transferable to social marketing 
settings. Zainuddin et al., for example, present a hybrid framework based upon 
commercial work by Sweeney and Soutar (2001). Their research, however, does not 
precisely reflect the experiential value created by social marketing m-games, as their 
findings are focused more on experiential value created by traditional services  
(cancer screening), but their work does demonstrate the usefulness of adapting 
commercial conceptualisations of experiential value to social marketing contexts. 
More specifically, it demonstrates that it is possible to borrow from and contribute to 
commercial conceptualisations of experiential value in order to understand the 
experiential value created in social marketing. 
A comprehensive review of the value frameworks applied in the literature identifies 
two key seminal frameworks proposed by Sweeney and Soutar (2001) and Mathwick 
et al. (2001), both originating from Holbrook’s (1994) active/reactive and 
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intrinsic/extrinsic conceptualisation of value. The following sections examine these 
frameworks in depth. 
2.2.3.1 Sweeney and Soutar’s (2001) Framework 
In 2001 Sweeney and Soutar developed a 19-item consumer perceived value 
(PERVAL) scale which demonstrates that consumers seek products or services with 
functional, emotional, social or price value dimensions. All four dimensions of 
experiential value were found to help significantly explain consumers’ attitudes and 
behaviours. Further, their study and conceptualisation of experiential value was found 
to be useful in both pre- and post-purchase situations. 
A review of the literature (see Table 2.1) identifies a number of empirical studies that 
have successfully applied Sweeney and Soutar’s (2001) value framework to a variety 
of contexts, including social marketing (Zainuddin et al., 2011, Zainuddin et al., 2013, 
Zainuddin, 2013) and mobile services (Deng et al., 2010, Yang and Jolly, 2009). At 
closer inspection, it is evident that some dimensions are more transferable to different 
contexts including social marketing. For instance price value, or economic value as it 
also known in the social marketing literature (Zainuddin et al., 2013), is shown to not 
be applicable to some contexts such as social marketing, as products and services are 
often provided at little to no monetary cost to the consumer (Zainuddin et al., 2011). It 
is also not applicable entirely to m-games, and in particular social marketing m-games, 
which are both often provided to consumers at no cost. 
Table 2.1: Empirical Studies using the Sweeney and Soutar (2001) Value Framework 
Source Discipline/Context Social Emotional Functional Price 
Non-technological Applications 
Zainuddin et al. (2011) Social Marketing/Breast 
Screening Services 
        
Zainuddin et al. (2013) Social Marketing/Breast 
Screening Services 
        
Zainuddin (2013) Social Marketing/Breast 
Screening Services 
        
Chell & Mortimer 
(2014) 
Social Marketing/Blood 
Donation 
        
Technological Applications 
Pura (2005) Management/m-services         
Lim et al. (2006) Marketing/m-services         
Sigala (2006) Management/m-services         
Pihlstrom & Brush 
(2008) 
Marketing/m-services         
Yang & Jolly (2009) Marketing/m-services 
(m-services) 
        
Deng, Lu, Wei, & 
Zhang (2010) 
Information 
Technology/m-services 
 
        
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Source Discipline/Context Social Emotional Functional Price 
Kim, Gupta & Koh 
(2011) 
Information 
Technology/Social Media 
        
Gummerus & Pihlstrom 
(2011) 
Marketing/m-services         
Yu, Zo, Choi, & 
Ciganek (2013) 
Information 
Technology/Location 
Based Social Networking 
        
 
Although Sweeney and Soutar (2001) identify four potentially important dimensions 
of experiential value for social marketing m-games they do not adequately explain 
other aspects of value they may create for the user. This is because currently Sweeney 
and Soutar’s conceptualisation focuses on the experiential value created from a 
service, and research has shown that consumers’ experiences and value created from 
using online or technological services differ dramatically (Burke, 2002). For instance, 
research in online retailing has shown that consumers see value in the speed and 
convenience their shopping can be completed in comparison to visiting a physical 
store (Burke, 2002, Kim, 2002). Therefore, given Sweeney and Soutar’s conceptual 
framework can’t explain such experiential value created by online and technological 
marketing activities it can also be assumed that it will potentially miss some of the 
experiential value created by social marketing m-games. To overcome this 
inadequacy of capturing the experiential value created by online and technological 
marketing activities, the review will now turn to the conceptual framework proposed 
by Mathwick et al. (2001). 
2.2.3.2 Mathwick et al.’s (2001) Framework 
Also introduced in 2001, Mathwick et al.’s study developed an experiential value 
scale for Internet retail websites. They found that consumers look for four dimensions 
of benefits in online marketing activities such as Internet retail websites: playfulness, 
aesthetics, service excellence and customer return-on-investment (CROI). While not 
used as widely or as popular as Sweeney and Soutar’s (2001) conceptual framework 
many studies have employed Mathwick et al.’s framework to investigate online and 
technological marketing activities such as websites (Mathwick et al., 2002), blogs 
(Keng and Ting, 2009) and m-games (Okazaki, 2008). Further examples are presented 
in Table 2.2. Mathwick et al. propose four value dimensions: playfulness (made up of 
escapism and enjoyment), aesthetics (made up of visual appeal and entertainment), 
CROI (made up of economic value and efficiency), and service excellence.  
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Table 2.2: Empirical Studies using the Mathwick et al. (2001) Framework 
Source Discipline Playfulness Aesthetics CROI Service 
Excellence 
Kim, Chan & 
Gupta (2007) 
Information 
Technology 
(M-Internet) 
        
Kim, Gupta 
& Koh (2011) 
Information 
Technology 
(Social media 
digital items) 
        
Okazaki, 
Skapa, & 
Grande 
(2008) 
Gaming  
(M-game) 
        
Okazaki 
(2008) 
Gaming  
(M-game) 
        
(Yang et al., 
2012) 
Information 
Technology 
(M-Internet) 
        
(Okazaki et 
al., 2007) 
Gaming  
(M-gaming) 
        
(Laukkanen, 
2007) 
Management 
(M-Banking) 
        
(Maghnati 
and Ling, 
2013) 
Business 
Management 
(M-Services) 
        
Total  7 4 6 1 
 
Past studies have demonstrated the potential usefulness of Mathwick et al.’s (2001) 
experiential value framework for social marketing m-games. A commercial study by 
Okazaki (2008) examined the pleasure sought by players adopting m-games and 
found that the experiential value dimensions of playfulness, CROI and aesthetics 
(only the visual appeal component) were applicable and useful in this context. 
Okazaki’s findings suggest Mathwick et al.’s framework provides useful insights to 
explaining the value package created in online and digital entertainment venues such 
as m-games. In further support, Mulcahy, Russell-Bennett and Rundle-Thiele (2015) 
found evidence of the existence of all four dimensions of experiential value proposed 
by Mathwick et al. in social marketing online games. Whilst these related studies by 
Okazaki and Mulcahy et al. (2015) found existence of all four dimensions of 
experiential value proposed by Mathwick et al. they have yet to adequately explain 
how an m-game can create experiential value that entertains a user but also assists 
them to change their behaviour. At present, both Okazaki (2008) and Mulcahy et al. 
(2015) only identify dimensions of experiential value that entertain game users. Given 
that a social marketing m-games’ focal aim is to encourage users to change a 
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behaviour the potential value created by the technology which carries out this 
function is yet to be explored or identified.  
Therefore, given there is a current limited explanation of the experiential value 
potentially created by social marketing m-games in past conceptual frameworks 
proposed by Sweeney and Soutar (2001) and Mathwick et al. (2001), this thesis 
addresses the following research question: 
RQ1: How does a social marketing m-game create experiential value for the user? 
2.3 Classifying Social Marketing Games   
Games or gaming can be characterised by explicit rules, systems and structures as 
well as the competition or strife of actors (characters) in those systems targeted 
towards goals or outcomes (Deterding et al., 2011). As games have evolved there has 
been a need to classify games via the platforms they are played upon (e.g. arcade, PC, 
home console and mobile smartphones) as well as the genre of the game itself (e.g. 
simulation, role-playing, action, shooting and sports; (Lee et al., 2006a).  
Currently in the gaming literature there is debate and confusion as to the classification 
of games and their intended use within disciplines outside of gaming. As Crookall 
(2010) states, the field of gaming is “rather fuzzy, and sits uneasily in many areas 
(disciplines)”. This confusion makes it difficult for game designers and social 
marketers to be certain as to what type or classification of game they are creating or 
using in their interventions. The debate concerning game classification has greatly 
intensified over the past few years with the rise of “gamification” and the new 
category of games known as “serious games”. Breuer and Benete (2010) comment on 
the increased confusion, pointing out that there are many inconsistencies and 
shortcomings of existing definitions and game typologies of the classification of 
games. For example, a review of the literature discovered numerous terms and 
classification categories of games including: gamification, advergames, commercial 
games, serious games, e-learning, game-based learning, digital-based learning, 
persuasive games, applied games and educational games. The confusion as to how to 
classify a game in the gaming literature poses difficulties in determining the 
classification of social marketing m-games. In order to address this issue a proposed 
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Commercial Games 
Primary 
Purpose: 
Entertainment 
Advergames 
Primary 
purpose: Improve 
brand attitude, 
perception and 
recall 
Digital Learning Games 
Primary 
Purpose: 
Education and 
learning 
Serious Games 
Primary Purpose:: 
Beyond entertainment 
and education (eg. 
training, practising 
skills, social/emotional 
support) 
four-category classification of games (advergames, commercial games, serious games 
and e-learning games) will be discussed and applied to social marketing m-games. 
2.3.1 Classification Categories of Games 
After a review of the literature this thesis proposes that there are four classification 
categories of games based upon their disciplinary use: commercial games, 
advergames, digital learning games and serious games (see Figure 2.1).  
Figure 2.1: Classification Categories of Games 
 
 
 
The first category of games is commercial games. Commercial games are more 
traditional games which are designed with the primary or sole purpose of entertaining 
a player (Connolly et al., 2012, Breuer and Bente, 2010). Examples of commercial 
games include games such as Call of Duty, FIFA, Angry Birds and Candy Crush.  
What sets commercial games apart from the other remaining three categories is that 
their end goal is solely to entertain the player and nothing beyond. 
The second category of games, advergames, refers to the promotion of a product or 
service through a game (Crookall, 
2010). The primary purpose of an 
advergame is to provide an 
immersive advertising environment 
(Mallinckrodt and Mizerski, 2007), 
where a brand or product is 
promoted to potential consumers 
with the aim of improving brand 
Figure 2.2: Advergame BMW M3 Challenge 
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attitudes (Waiguny et al., 2012, Waiguny et al., 2013) and brand perceptions (Steffen 
et al., 2013) as well as increasing brand recall (Grigorovici and Constantin, 2004). An 
example of an advergame is the BMW3 M3 Challenge, where the purpose of the game 
is to showcase the BMW M3 and allow consumers to engage with the product 
through the game (see Figure 2.2). 
The third category of games is digital learning games, which focuses on games solely 
used for learning or educational purposes (Breuer and Bente, 2010, Prensky, 2003, 
Kiili, 2005). This category was developed from a synthesis of different labels of 
games in the education literature, including: e-learning games, game-based learning, 
computer-based learning games and edutainment games (Breuer and Bente, 2010). 
These different labels were grouped together under the category of digital learning 
games as they all share the common purpose of using games for learning and 
education. Further, an examination of the definitions of the different game labels used 
in education and learning revealed similar characteristics. Thus, it was deemed 
appropriate to synthesise them under the one category of digital learning games. 
The fourth and final category of games is serious games. What sets serious games 
apart from the other categories is their purpose of going beyond entertainment and 
education (Breuer and Bente, 2010).  In the gaming literature serious games are 
viewed as games which provide a novel way for players to practice skills, acquire 
knowledge and promote actual behaviour performance (Ma et al., 2011). An example 
of a serious game is the “Don’t Turn a Night Out into a Nightmare” game, which 
aims to educate adolescents about the dangers of drinking, but also provide them with 
virtual experiences and strategies to deal with alcohol-related situations. 
2.3.2 Social Marketing M-game Classification  
In considering how to classify social marketing m-games a comparison between the 
definition of the discipline and the four categories of games identifies the most 
appropriate category. As discussed previously, a defining feature of social marketing 
compared to its commercial marketing counterpart is that it aims to change behaviour 
for the benefit of individuals and society, rather than seek a profit (Rimal and Creel, 
2008).  Given this, the categories of commercial games and advergames can be ruled 
out, as both are commercially focused: one encouraging consumers to buy the game 
for entertainment (commercial games) and the other encouraging consumers to play 
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the game in the hope of improving the perception of the brand (advergames). Another 
defining feature of social marketing, compared to other disciplines such as health 
promotion and education, is that social marketing goes beyond raising awareness of a 
behaviour and actually motivates voluntary behaviour change or maintenance 
(Andreasen, 2003, Peattie and Peattie, 2009). Therefore, comparing this defining 
feature to the two remaining classification categories (digital learning games and 
serious games) it is clear that social marketing games should be classified as serious 
games as they aim to go beyond educating and entertaining the player. Social 
marketing m-games should not be classified as digital learning games as they only 
aim to educate players, which contradicts social marketing’s aim of going beyond this 
and encouraging actual behaviour change. 
2.4 Game Attributes   
Research has identified attributes of games used in related disciplines to social 
marketing including: education (Wilson et al., 2009, Bedwell et al., 2012), health 
(Charsky, 2010)  and commercial marketing (Kim et al., 2010). Social marketing m-
games, however, are more complex, in that they must create an experience which is 
enjoyable but also assists in voluntary behaviour change. At present, current gaming 
literature does not identify characteristics which match the core aims of social 
marketing m-games. Therefore, evidence of the key game attributes required for the 
design of a social marketing m-game necessary to achieve the aims of entertaining the 
user and encouraging them to change their behaviour have yet to be identified or 
explained. Given this, the purpose of this literature review of game attributes is to 
identify relevant frameworks which provide insight as to the game attributes that exist 
with social marketing m-games. The literature review identifies common game 
attributes to propose a preliminary list for social marketing m-games. 
2.4.1 Game Attribute Frameworks 
In general, the majority of research on game attributes has been conducted in three 
broad domains: commercial games, digital learning games and serious games. From a 
commercial standpoint many studies have explored the ways in which games can be 
designed and attributes used in a way which leads to greater enjoyment for players 
(Sweetser and Wyeth, 2005, Yee, 2006). These studies have primarily focused upon 
uncovering key game attributes which lead to further play. From a serious game and 
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digital learning game standpoint games have been investigated in the areas of health 
and education, with game attributes contributing to perceived enjoyment still being 
viewed as important (Fu et al., 2009, Jegers, 2007). However, a major flaw in current 
research in serious game and digital game learning research is that it is yet to identify 
key game attributes which go beyond entertaining the player. Thus, a current gap in 
the gaming literature is the identification, classification and explanation of game 
attributes used for purposes beyond entertainment, such as behaviour change, which is 
focal to social marketing m-games. 
While progress has been made in identifying key games attributes which entertain 
consumers, another significant flaw exists in the gaming literature. Garris et al. (2002) 
note that the literature on game attributes has “clearly little consensus regarding how 
these essential characteristics are described” (p.446). Currently, much of the research 
is problematic owing to the consistent overlapping, relabeling and contradicting 
conceptualisation of game attributes (Bedwell et al., 2012; Sweester & Wyeth, 2005). 
Thus, with so much clutter and confusion regarding game attribute frameworks 
(Kanev and Sugiyama, 1998) it becomes difficult to communicate or identify 
appropriate game attributes that may be key to social marketing m-games. Further, 
game attributes should be systematic and repeatable (Bethke, 2003), but with so many 
game attribute frameworks in the literature it is unclear if they are covering important 
game attributes for social marketing m-games or including unnecessary or undesired 
design factors (Choi and Kim, 2004). 
With such a range of game attributes and game attribute frameworks being identified 
in the literature a synthesised list is a necessary step in providing an appropriate 
framework for social marketing m-games (Pavlas et al., 2009, Sweetser and Wyeth, 
2005). From a review of gaming attribute literature (see Table 2.3) it is proposed that 
six preliminary game attributes are consistent within commercial, digital learning and 
serious games literature: visual, audio, challenge, feedback, control and character. 
These will now be examined. 
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Table 2.3: Review of Game Attribute Frameworks 
Author Commercial/Digital 
Learning/Serious 
Visual Audio Challenge Feedback Control Character 
Kim, Oh, 
Yang & 
Kim 
(2010) 
Commercial X X     
Yee 
(2006) 
Commercial   X X  X 
King, 
Delfabbro 
& Griffiths 
(2010) 
Commercial X X  X X X 
Bedwell et 
al. (2012) 
Serious   X X X  
Sweester 
& Wyeth 
(2005) 
Serious   X X X  
Sweester 
et al. 
(2012) 
Commercial  X X X X X X 
Mitgutsch 
& 
Alvarado 
(2012) 
Serious  X X X X   
Wilson et 
al. (2009) 
Digital Learning 
Games 
X X X X X  
Jegers 
(2007) 
Serious   X X X  
Wood et 
al. (2004) 
Serious X X  X X X 
Shih et al. 
(2010) 
Serious   X X X  
Song & 
Zhang 
(2008) 
Serious   X X X  
Charsky 
(2010) 
Serious   X   X 
Garris et 
al.  (2002) 
Serious X X X  X  
Fu et al. 
(2009) 
Digital Learning 
Games 
  X X X  
 
2.4.1.1 Visual 
Visual attributes can include high-quality realistic graphics, cartoon-style graphics 
and full-motion videos (Wood, Griffiths, Chappell, & Davies, 2004). Research has 
shown that visual attributes have a positive influence on players’ experiences and 
percieved enjoyment (Kim et al., 2010). Further research has shown that more 
realistic graphics are preferred over cartoon-styled graphics; however, there is a 
significant gender difference with females rating cartoon-style graphics as more 
important than males (Wood et al., 2004). 
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2.4.1.2 Audio 
Audio attributes have also been shown to be important for games. The audio attributes 
of a game can refer to proper sound effects of game play, background music or 
speaking characters (Wood et al., 2004). The presence of high-quality audio attributes 
in games enables gamers to become absorbed within the game and can increase 
enjoyment (Kim et al., 2010). Research has shown that realistic sound effects were 
deemed to be more important compared to other forms of audio attributes, such as 
background music and cartoon narration (Wood et al., 2004). 
2.4.1.3 Challenge 
Challenges refers to the game’s tasks and activities which provide opposition to the 
player  (Elverdam and Aarseth, 2007, Charsky, 2010). Activities or tasks that provide 
challenge within a game are important as they provide goals for players which 
increase their motivation and enjoyment (King et al., 2010). However, games should 
have an optimal level of challenge which can be obtained (Garris et al., 2002). In 
other words, games should be sufficiently challenging to the player, but must meet the 
skill level of that player (Sweetser and Wyeth, 2005). This is key – if the challenge is 
greater than the player’s skills they will become frustrated, whereas if challenges are 
less than the player’s skills the result is apathy towards the game (Sweester & Wyeth, 
2005; Johnson & Wiles, 2003). Therefore, games must have a level of challenge that 
is appropriate and not discouragingly too hard nor too easy (Fu et al., 2009). 
2.4.1.4 Feedback 
Feedback is another key game attribute, which refers to the winning and losing 
features of a game. Examples can include losing points, points accumulation, findings 
bonuses, or having to start the challenge again (Wood et al., 2004). Gaming scholars 
argue that players must receive feedback and this should be directed towards to 
players’ progress towards their goals (Jegers, 2007, Sweetser and Wyeth, 2005).  
Further, players should always be aware of their status and score within the game 
(Jegers, 2007). This is important as players should be rewarded for performing tasks 
correctly through reinforcing feedback (Sweetser and Wyeth, 2005). Wood et al. 
(2004) found that players not only seek positive rewards for their behaviour but the 
larger majority of gamers see “losing points” or negative feedback as a necessity. It is 
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therefore important that players are provided with as much feedback as possible in 
regards to their performance within the game (Kim et al., 2010). 
2.4.1.5 Control 
Control refers to what players can control within the game. This can include control 
over the game (starting and stopping), characters, objectives and rules (King et al., 
2010, Sweetser and Wyeth, 2005, Fu et al., 2009). Scholars have maintained that 
games should give players a sense of control and a feeling of being able to make an 
impact on their gaming environment (Sweetser and Wyeth, 2005). The controls of a 
game should be easily understood and enable players’ mastery of the game (Jegers, 
2007). Ultimately, control features are important as they enable players to interact 
with the game and manage it (Wood et al., 2004, Fu et al., 2009). 
2.4.1.6 Character  
The character, avatar or entity which the player controls is another key game attribute. 
However, depending on the game’s controls, point-of-view (the position the player 
takes) and the challenges faced by the player not all games have characters. 
Characters can be important to allow players to identify themselves within a games or 
give them aspiring role models (Couceiro et al., 2013). Further, research has shown 
that it is important that players can customise their characters’ physical properties, 
including such things such as clothing or labelled name. This can occur at the start of 
the game or during gameplay as the character undergoes changes which may result 
from the trials and tribulations of the game (Dickey, 2006).   
2.4.2 Summary of Game Attributes  
The preliminary list of game attributes identified from the literature review provides 
some insight into the game attributes which exist in a social marketing m-game. 
However, it does not identify or explain what game attributes are key to encouraging 
or assisting in behaviour change. While there is a consensus that designing game 
attributes that are fun and appealing to players is important for all games (Hsu et al., 
2005) how to do this while also trying to achieve a behaviour change goal is not yet 
clear. This problem means a lack of clear standards and guidelines for game 
developers (Yusoff et al., 2009). Further compounding the problem are divided 
opinions and conceptualisations of necessary game attributes (Wilson et al., 2009), 
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which make it difficult to disentangle the research on necessary and or key game 
attributes in specific contexts (Pavlas et al., 2009) such as social marketing m-games.  
Interestingly, it appears from a review of the literature that the majority of studies on 
game attributes investigate all game attributes, resulting in a lack of clear consensus 
as to what game attributes are key to influencing a desired outcome, whether that be 
entertainment and/or behaviour change. Additionally, current game attribute studies 
are yet to noticeably indicate which game attributes are not key in influencing a 
desired outcome, but are simply necessary for a game to function. Therefore, an aim 
of this research is two-fold: first, this research investigates what game attributes exist 
in social marketing m-games; and second, it categorises key game attributes based 
upon their designed purpose. Thus, the following research question drives this 
investigation:  
RQ2: How can key game attributes be categorised for social marketing m-games? 
2.5 Linking Game Attributes and Experiential Value 
In the marketing literature there is empirical evidence of the influence of product and 
service characteristics on the creation of value. A study by Andrews et al. (2007) 
posits that “attributes provide an appropriate way of measuring dimensions of 
consumer perceived experiential value” (p.643). Additionally, marketing research in 
the area of interactive technology and websites by Huang and Liu (2014) found that 
augmented reality, a concept closely related to the game attribute of virtual training, 
affected the formation of experiential value. Consequently, using past empirical 
research in the area of value will help theoretically link relationships between game 
attributes and experiential value.  
As well as drawing support from related past value research, a useful theory to help 
understand and hypothesise relationships between game attributes and experiential 
value is Self-Determination Theory. Self-Determination Theory is a theory of human 
motivation (DiClemente et al., 2009, Przybylski et al., 2009) which has proven to be 
well suited to investigating motives for video game play (Ryan et al., 2006) as well as 
wellbeing behaviours (Ryan and Deci, 2000).  According to Self-Determination 
Theory an individual’s motives for performing a task are based upon the needs for 
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competence, autonomy and relatedness, which appear to be closely related to game 
attributes. 
One particular study using Self-Determination Theory by Ryan et al. (2006) hints at 
the potential relationships between game attributes and experiential value. Their study 
found that Self-Determination Theory has intrinsic and extrinsic forms of motivation, 
much like intrinsic and extrinsic forms of value (Mathwick et al., 2001), which could 
be built through game-like factors, including competence (eg. challenges), autonomy 
(eg. controls) and relatedness (eg. multiplayer capabilities). Further, Ryan et al. found 
that when underlying intrinsic and extrinsic motivations exist in a game an individual 
is more motivated to perform a specific task (such as behaviour change).  
Building upon the research of Ryan et al. (2006), Lafrenière, Verner-Filion and 
Vallerand (2012) examined Self-Determination Theory in order to build a gaming 
motivation scale. Like Ryan et al. they found that autonomy, relatedness and 
competence were important motivational factors in games. Additionally, they found 
other factors that are important for game players, including integrated regulation (e.g. 
the game is an integral part of my life), identified regulation (e.g. it is a good way to 
develop social and intellectual abilities that are useful to me), “introjected” regulation 
(e.g. I must play to feel good about myself) and external regulation (e.g. gain in-game 
awards and trophies or character/avatar’s levels and experiences points). 
Subsequently, research in Self-Determination Theory will also be used in this 
research to hypothesise relationships between game attributes and experiential value 
dimensions (detailed in Chapter Five). The hypothesised relationships in Chapter Five 
will then seek to address the third research question:   
RQ3: What is the relationship between key game attributes and experiential value 
built in a social marketing m-game? 
2.6 Conclusion  
This chapter has reviewed the relevant literature that forms the theoretical foundation 
of this thesis and its investigation into social marketing m-games. Specifically this 
chapter introduced: social marketing and the current debate regarding theory 
development; the theoretical concept of value, including its approaches, perspectives 
and frameworks; the classification of games in which social marketing m-games 
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reside; and a review of game attributes and an overview of Self-Determination Theory. 
The following chapter outlines the methodology for Study One, which undertakes 
qualitative methods to answer the first two research questions proposed in this chapter. 
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Chapter Three: Research Method – Study One 
3.0 Introduction 
The previous chapter, Chapter Two, outlined the theoretical foundation for this thesis 
and the first two research questions in its research investigation. Chapter Three 
presents a brief overview of the overall research program and discusses the research 
methodology for Study One. First, the philosophical perspective adopted is discussed 
in order to justify the methodological approach taken in this thesis. An overview of 
the research methodology of the overall research program follows. The qualitative 
research design of Study One is then discussed in detail.  
3.1 Philosophical Perspective 
Scholarly social marketing research has borrowed a large number of research 
methodologies and approaches from related disciplines, such as commercial 
marketing, psychology, public health and education (Brennan et al., 2011). Also 
borrowed from past scholarly research is the philosophical perspectives or paradigms 
within which a research study sits (Brennan et al., 2011). The research undertaken in 
this thesis is informed by the realism perspective (see Table 3.1), which defines the 
findings of research as “imperfectly and probabilistically apprehensible” (Healy and 
Perry, 2000). Realism employs a mixed-method approach in order to triangulate 
research findings (Perry et al., 1999). In short, qualitative and quantitative methods 
are used in order to capture the most accurate understanding of a research 
phenomenon.  
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Table 3.1 Social Science Paradigms 
Elements Positivism Realism Critical Theory Constructivism 
Ontology Naive realism: 
reality is real 
and 
apprehensible  
Critical realism: reality 
is “real” but only 
imperfectly and 
probabilistically 
apprehensible and so 
triangulation from many 
sources is required to try 
and know it 
 
Historical realism: 
“virtual” reality shaped 
by social, economic, 
ethnical, political, 
cultural, and gender 
values, crystallised over 
time 
Critical 
relativism: 
multiple local and 
specific 
“constructed” 
realities 
Epistemology Objectivist: 
findings true 
Modified objectivist: 
findings probably true 
 
Subjectivist: value 
mediated findings 
Subjectivist: 
created findings 
Methodology Experiments: 
verification of 
hypotheses, 
chiefly 
quantitative 
methods 
Convergent 
interviewing: 
triangulation, 
interpretation of research 
issues by qualitative and 
quantitative methods 
such as structural 
equation modelling  
Researcher is a 
“transformative 
intellectual” who 
changes the social 
world within which 
participants live 
 
Hermeneutical/ 
dialectical: 
researcher is a 
“passionate 
participant” 
within the world 
being investigated 
 
Adapted from:  Perry et al. (1999) 
Adopting a realist perspective in this thesis is appropriate for two reasons. First, as 
Healy and Perry (2000) point out, realism becomes relevant when research moves 
from a theory-building methodology to interviews that contain probing questions 
based on what the researcher wants to discover about predetermined issues. Second, a 
realism approach to research design often consists of two stages: the first stage is 
often exploratory in nature, seeking sequential interview data (Sobh and Perry, 2006); 
while the second stage provides more confirmatory evidence, with information used 
to clarify the imperfectly apprehensible reality (Sobh and Perry, 2006). This reflects 
the nature of the current research where methods such as focus group interviewing 
(Study One) and surveys (Study Two) are necessary to address the research gaps and 
questions related to experiential value and key game attributes in social marketing m-
games.  
3.2 Overall Research Program 
This thesis employs a mixed-method approach using focus groups (Study One) and 
online surveys (Study Two), as detailed in Table 3.2. A mixed-method approach is 
suitable for this research which seeks to provide both a foundational in-depth 
understanding and descriptive insight into experiential value and game attributes in 
social marketing m-games (Blaikie, 2009). Further, a mixed-method approach was 
appropriate as using both qualitative and quantitative methods provided the greatest 
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understanding of the research problem(s), allowing the researcher to address both 
open- and close-ended research questions (Creswell, 2003). This then allowed for 
both exploratory and confirmatory explanation and understanding of the research 
phenomenon under investigation in this thesis (Bickman and Rog, 2009). 
Table 3.2 Overall Research Design 
Study Objectives Research Question Method 
Study One: 
Qualitative 
To identify and explain 
how experiential value 
is created by social 
marketing m-games 
RQ1: How does a social 
marketing m-game create 
experiential value for the user? 
 
Data Collection:  
Focus groups 
 
Sampling:  
Non probability 
- Judgment sampling 
- Snowball sampling 
 
Data analysis:  
First Cycle and Second 
Cycle coding 
To identify and 
categorise the key 
game attributes of 
social marketing m-
games 
RQ2: How can key game 
attributes be categorised for 
social marketing m-games? 
Study Two: 
Quantitative 
To identify the 
relationships between 
game attributes and 
experiential value. 
RQ3: What is the relationship 
between key game attributes 
and experiential value built in 
a social marketing m-game? 
Data Collection:  
Online survey 
 
Sampling:  
Non-probability 
- Judgement sampling 
 
Data analysis: SEM 
3.3 Research Design Study One 
As outlined in Chapter Two, research in the theoretical areas of experiential value and 
game attributes in social marketing m-games is currently lacking. Based upon the 
limited body of knowledge it was therefore appropriate to conduct qualitative 
exploratory research in order to gain an in-depth understanding of experiential value 
and game attributes in social marketing m-games. 
The objective of Study One was to answer the first two research questions, RQ1: How 
does a social marketing m-game create experiential value for the user? and RQ2: 
How can key game attributes be categorised for social marketing m-games? 
Subsequently, once answered, RQ1 and RQ2 provide the foundation for the 
development of a conceptual framework to be quantitatively tested and confirmed in 
Study Two, which answers RQ3: What is the relationship between key game 
attributes and experiential value built in a social marketing m-game? 
Study One employed qualitative research methods using focus groups to investigate 
RQ1 and RQ2. Focus groups were suitable for Study One, as the objectives of the 
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study were to: (1) explore how the experiential value created by social marketing m-
games could entertain a user but also assist them to change their behaviour, as well as 
(2) identify and explain how key game attributes function in social marketing m-
games. Gaining a participant (user) insight as to how experiential value is created by 
social marketing m-games is highly appropriate given that the literature acknowledges 
that value is determined by the consumer (Vargo and Lusch, 2008). Further, from a 
game attributes perspective it has been acknowledged in the gaming literature that it is 
important to take a player perspective, as these are the people destined to play the 
game and thus they should inform social marketing m-game design (Ehn, 2008, 
Schuler and Namioka, 1993).  
3.4 Justification for Qualitative Research 
Scholarly marketing research often applies quantitative methods; however, this can 
often be premature, particularly where it is conducted before an adequate in-depth 
understanding of the concepts and theories explaining the research problem have been 
developed (Hyde, 2000). This has led to criticism of scholarly marketing research, as 
researchers are often confirming theories rather than extending or discovering them. 
The nature of the initial research problems in this thesis, to understand how 
experiential value is created (RQ1) and key game attributes for social marketing m-
games (RQ2), require an exploratory approach using qualitative methods as there is 
little research in these areas. As such  preliminary insights into social marketing m-
games are needed before the process of building theory and models to explain the 
relationship between game attributes and experiential value in social marketing m-
games (RQ3) can be undertaken (Hair et al., 2003).  
There are several key strengths of undertaking qualitative research. In particular, it 
provides the researcher greater flexibility, enabling them to obtain richer data and 
probe for additional information if necessary (Zikmund, 2011).  For research into 
complex phenomena such as social marketing m-games this is advantageous, as the 
nature of what respondents are expected to describe is often difficult to capture with 
more structured quantitative questions (Malhotra, 2006). However, qualitative 
research has two key limitations. First, qualitative research findings lack 
generalisability to a population due to small sample sizes (Kapoulas and Mitic, 2012, 
Zikmund, 2011). Second, qualitative research often lacks reliability and validity. 
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These limitations are overcome in Study Two which quantitatively operationalises 
and generalises the findings of Study One and confirms their reliability and validity. 
3.4.1 Justification for Focus Groups 
Focus groups are a common method of qualitative data collection, by which an 
unstructured discussion takes place with two or more individuals (Byers and Wilcox, 
1991, Zikmund, 2011). Compared with other qualitative research data collection 
techniques, such as individual in-depth interviews, focus groups allow for greater 
participant focus, decreasing the influence of potential biases created by the 
researcher (Threlfall, 1999). Focus groups were considered to be the most appropriate 
method of collecting data in order to answer RQ1 and RQ2, owing to their distinct 
advantages over individual in-depth interviews. One significant advantage of focus 
groups is their ability to provide flexibility to the researcher (Hines, 2000). Greater 
flexibility in discussion with participants assists in their recall and expression of 
opinions, feelings or thoughts on a particular topic (Lederman, 1990, Hines, 2000, 
Threlfall, 1999). Flexibility additionally creates a feeling of openness and candour, 
assisting participants to feel comfortable with one another and draw social strength 
from each other (Lederman, 1990). A second advantage of focus groups is the 
positive impact on participants’ experiences within the research. Focus groups are 
more stimulating than individual in-depth interviews as they allow for interaction 
between group members, rather than just with an individual researcher (Kidd and 
Parshall, 2000). Interaction between focus group members can lead to another 
advantage in regards to synergy in discussions, which can create richer findings 
compared to the sum of individual inputs (Lederman, 1990). Finally, focus groups are 
a useful technique for the initial exploration of a larger research program (Threlfall, 
1999), as they can then provide the foundation for further research questions and 
hypotheses about topics about which there is little to no investigation (Byers and 
Wilcox, 1991). Thus, focus groups are a useful precursor to Study Two. 
3.5 Sampling Strategy 
Purposeful sampling, also known as judgment sampling, was used in Study One. This 
method selects participants based upon the researcher’s judgement that the 
participants’ characteristics meet the research requirements (Hair et al., 2003). Hair et 
al. (2003) point out that purposeful sampling is particularly advantageous compared 
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to other sampling methods, such as convenience sampling, as the participants selected 
are information-rich on the research topic of interest. As a result, the participants 
selected provide greater insight into the research problem. However, a downfall of 
purposive sampling is the representativeness of the sample (Zikmund, 2011). As 
purposive sampling uses the expertise of the researcher to select participants based 
upon key characteristics, elements of the population may be missed (Zikmund, 2011). 
Thus, findings from research using judgement sampling should be interpreted as only 
preliminary insights and not generalisable findings to a larger population (Hair et al., 
2003). However, as Study One was undertaken with the aim of answering RQ1 and 
RQ2 and to then provide a foundation for Study Two purposive sampling was deemed 
suitable. 
3.5.1 Sample Unit 
To start the sampling process the elements of a population must be selected (Zikmund, 
2011). A sample unit must then be decided upon; that is, the criteria that include or 
exclude potential participants from a study. The sample unit selected in Study One 
was potential users of social marketing m-games, namely young adults aged 18–35 
years who owned a smartphone capable of downloading and playing the social 
marketing m-games used in the study. A young demographic was chosen as reports 
indicate that this group is the most predominate user group of new technology 
(Thackeray et al., 2008) and the most likely to be targeted for social marketing m-
games. Further, social marketers often target this age group as they hope to embed 
good habitual behaviours which last as the group ages.  
3.5.2 Sampling Approach 
Study One employed a non-probability approach, where participant selection is based 
upon judgement or convenience (Zikmund, 2011). Specifically, purposeful sampling 
and snowball sampling were used. First, purposeful sampling was used in order to 
select participants based upon the characteristics of smartphone ownership and age 
(18–35 years). In order to gain access to desired participants for Study One 
recruitment was conducted via advertising on social media (Facebook) as well as via 
word-of-mouth through personal connections.  
The sample gained through recruitment was then supplemented with referrals using a 
snowball sampling technique (Zikmund, 2011). Initial respondents were encouraged 
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to approach peers or family members who met the desired criteria for participation. 
Whilst snowball sampling has the advantage of speed in acquiring participants, bias in 
the data is possible, as a person referred to the study is highly probable to be similar 
to the referrer (Zikmund, 2011). However, as Study One is of an exploratory, 
qualitative nature the results were not required to be generalisable, therefore snowball 
sampling was deemed acceptable (Zikmund, 2011). 
3.6 Social Marketing M-games Stimuli 
Prior to conducting the focus group discussions participants were presented with a 
selection of social marketing m-games. For the purpose of this thesis the social 
marketing m-games chosen were previously developed and freely available. This was 
deemed appropriate as social marketing products and services are often provided for 
free to consumers (Zainuddin et al., 2011). Social marketing m-games are no 
exception, as they are often provided to consumers with little to no monetary outlays 
for download or play. Further, creating an m-game was not an option for this research 
due to the financial and time constraints of the project, so existing m-games were the 
only viable option. This also enhanced the external validity of the findings, as using 
four social marketing m-games rather than one increases the generalisability of the 
findings. 
3.6.1 Selecting Social Marketing M-games 
The choice of social marketing m-games for Study One was based upon three main 
criteria: first, it was decided that the game must be relevant for a young adult 
audience; second, the game must be currently used in a social marketing campaign (or 
related behaviour change campaign); and third, the objectives of the game must solely 
be to change behaviour. Based upon these three criteria and a scan of the available m-
games in the marketplace it was determined that Dumb Ways to Die, Quit for You 
Quit for Two, My Quit Buddy and CityGT would be used for Study One. The 
following sections provide an overview of each m-game. 
3.6.2 Dumb Ways to Die game overview 
The first game selected for Study One is Dumb Ways to Die (see Figure 3.1), 
commissioned by Metro Trains, Melbourne, Australia. The m-game was developed in 
2013 for the similarly named Dumb Ways to Die campaign, which promotes rail 
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safety. The game is available for IOS and android devices, and invites users to avoid 
dangerous activities such as railway crossings. These scenarios are presented via 
mini-games with various characters in the game. Within the game players are 
encouraged to pledge to “not do dumb stuff around trains”.   
Figure 3.1: Screenshot of Dumb Ways to Die 
 
This game is appropriate for Study One as it seeks to use m-games to improve the 
wellbeing and safety of those who cross train lines, which closely aligns with the core 
aims of social marketing. Furthermore, the Dumb Ways to Die game is suitable for 
this research as it is being used to encourage and attempt to facilitate the change of 
rail safety behaviour (see Figure 3.2). In other words, the facilitation of rail safety 
behaviour is encouraged by players performing the behaviour virtually through the 
use of avatars (characters) in the hope that players will then replicate the same 
behaviour in a real-life setting.   
Figure 3.2: Virtual performance of rail safety behaviour 
 
3.6.3 Quit for You Quit for Two game overview 
The second game chosen for Study One is Quit for You Quit for Two, commissioned 
by the Australian Government’s Department of Health and Aging along with BCM 
(an independent marketing consultancy firm). The game is aimed at supporting and 
encouraging women who are pregnant or planning to be, to give up smoking (see 
Figure 3.3). Quit for You Quit for Two carries this out by attempting to take the 
player’s mind off cravings for cigarettes through fun exercises and games that distract 
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them and keep their hands busy. Further, the game can be personalised with a player’s 
details so that they may receive daily reminders and words of encouragement. 
Figure 3.3: Screenshots of Quit for You Quit for Two  
   
Quit for You Quit for Two is an appropriate game for this social marketing 
investigation of m-games in Study One. This is because Quit for You Quit for Two, 
like the Dumb Ways to Die m-game, is being used to support the facilitation of a 
beneficial behaviour. However, this game takes a different approach to achieving this 
function by distracting the player at the pivotal behaviour decision-making time 
(when the individual chooses to perform the desired or undesired behaviour). The 
Quit for You Quit for Two game therefore supports players to quit smoking as it 
distracts them from the undesired behaviour of smoking. 
3.6.4 My Quit Buddy game overview 
The third game selected for Study One is My Quit Buddy. The game was developed 
by Universal McCann and the Australian National Preventative Health Agency and 
supports users to give up their smoking habits. Like Quit for You Quit for Two, My 
Quit Buddy provides users with distracting activities including games (see Figure 3.4). 
The games include a doodling game and a fruit sorting game, which are developed to 
keep users’ fingers occupied and their minds off cravings for cigarettes. 
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Figure 3.4: Screenshots of My Quit Buddy 
 
Additionally, in the My Quit Buddy users can nominate friends and family to call 
through tough times. They can also share their journey to gain support from people 
going through similar experiences. Finally, My Quit Buddy regularly prompts users to 
report on their journey, confirming if they are still smoke-free or if they have “just 
slipped up”. 
3.6.5 CityGT game overview 
The fourth and final game chosen for Study One is CityGT. VicRoads, a statutory 
corporation which is the state and road traffic authority in Victoria, Australia, 
developed the game as a new, interactive way to educate young drivers about the 
dangers of using a phone whilst driving. CityGT is designed to look and feel like an 
actual driving game (see Figure 3.5). 
Figure 3.5: Screenshots of CityGT 
 
 
  
 
 
 
 
CityGT game is suitable game for this investigation because, like the other games 
chosen for this research, CityGT is being used as an augmented product. However, 
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unlike the other social marketing m-games the CityGT game provides players with a 
realistic experience of driving a car which is interrupted by a pretend phone call 
which players can answer or decline. If the player chooses to accept the call the game 
ends with a voiceover explaining the dangers of using a phone whilst driving, whereas 
if the player declines the call the game continues and the player keeps driving. 
Therefore, CityGT attempts to provide an experience within the game which depicts 
the dangers of using a mobile phone whilst driving in the hope that this will result in 
users performing the desired behaviour of not using a mobile phone whilst driving. 
3.7 Focus Group Procedure  
The focus groups took place between Wednesday 12 February 2014 and 1 May 2014 
at the Queensland University of Technology’s Gardens Point campus. All focus 
groups were conducted using a focus group interview guide (see Appendix One), 
which strengthens both the data collection and data analysis (Sandelowski, 1995). 
First, the focus group guide assisted in data collection as it provided a framework to 
direct discussions in an orderly manner. Second, the focus group guide provided 
greater ease in data analysis as it provided cues to topical areas of discussion, such as 
experiential value and game attributes (Sandelowski, 1995). 
3.7.1 Focus Group Beginning Phase 
The focus group interview guide first began with general small talk around 
participants’ experiences with video games as a way to introduce participants to the 
focus group. The moderator first led the discussion by giving participants an overview 
of the researcher’s gaming experience to provide an example. Questions were then 
posed like: “Could you tell me about your experience with games?” More directed 
questions about participants’ usage of m-games then followed, such as: “Can you tell 
me why you do or do not use mobile games?” This helped establish the experience 
level of participants with video games generally as well as m-games specifically. It 
was important to determine participants’ experience with video games and m-games 
to provide insight as to the influence this may have had on experiential value or game 
attribute discussions.  
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3.7.2 Focus Group Discussion of Experiential Value 
Once the discussion of participants’ experiences with video games and m-games 
diminished the moderator then initiated discussions about participants’ experiences 
with the chosen social marketing m-games they had just played. To commence 
discussions about participants’ chosen social marketing m-games a general opening 
question was asked: “What did you think about the game you just played?” As the 
discussions progressed the moderator then used more directed questions guided by 
experiential value frameworks identified in Chapter Two. For example, to create 
discussion about aesthetic value conceptualised by Mathwick et al. (2001) participants 
were asked questions such as:  “What did you think of the graphics used within the 
game?” 
3.7.3 Discussion of Game Attributes Phase 
After discussions about participants’ experiences with their chosen social marketing 
m-game slowed questions then focused upon game attributes. The moderator 
introduced this phase with the following question “So, from the game you just played, 
what was your favourite feature of the game?” Based upon the direction of the 
discussions the moderator probed participants with questions about specific game 
attributes, for example: “What did you think of the controls in the game?” and “What 
did you think of the scoring system in the game?” This process ensured the group 
discussed as many game attributes as possible. At the end of the focus group a final 
question was then asked: “Lastly, if you were to design an m-game such as the one 
you have played today, what would you believe are the two most important features to 
include?”  After discussions began to diminish respondents were then given an 
opportunity to provide any final thoughts and were thanked for their time. 
3.8 Data Analysis 
This research employed two types of coding – First Cycle and Second Cycle – in 
accordance with Saldaña (2012). First Cycle coding allows for new theories to emerge 
relevant to explaining the phenomena under investigation (Saldaña, 2012), whereas 
Second Cycle coding allows themes to be classified and categorised based upon 
similarities (Schuster et al., 2013, Saldaña, 2012). In both cycles of coding, the 
primary investigator initially coded the data. A second coder then checked the data 
and its codes. 
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3.8.1 First Cycle Coding 
First Cycle coding was used to both confirm previous conceptualisations of 
experiential value and game attributes, as well as to find new constructs missing from 
them. First, codes were developed based upon conceptualisations in the literature. 
This was appropriate as this study was leveraging off past conceptual frameworks in 
the marketing and gaming literature (Miles and Huberman, 1994). After this stage of 
coding was carried out open coding was employed to identify any possible missing 
experiential value dimensions or game attributes missed by conceptualisations in the 
literature. The new experiential value dimensions and game attributes found in Study 
One are discussed in Chapter Four. 
3.8.2 Second Cycle Coding 
Second Cycle coding was then used to classify and categorise new themes found 
within the data. This was carried out via axial coding, which allowed for experiential 
value dimensions and game attributes to be categorised according to similarities 
(Zikmund, 2011). In both the case of experiential value and game attributes three 
categories were used to represent the similar dimensions of value or game attributes 
found. For example, the experiential value dimensions of amusement value and social 
value were identified in the first cycle of coding (see Figure 3.6). They were then 
categorised in the category of entertainment value based upon their similarities, which 
are discussed in Chapter Four.  
 
Figure 3.6: Example of First and Second Cycle Coding 
 
 
 
 
 
 
Amusement Social 
Entertainment Value 
Second Cycle Coding – Categorises 
experiential value dimensions 
together based upon similarities 
First Cycle Coding-Confirm or 
find new experiential value 
dimensions  
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3.9 Ethical Considerations 
Ethical clearance was sought and obtained from the Queensland University of 
Technology’s Human Research Ethics committee prior to commencing data collection 
(ethics approval number: 1400000026). Informed consent was required from 
participants to partake in the focus groups, which included voluntary participation and 
consent for the focus groups to be recorded for the purpose of transcription. Further, 
participants were given an information sheet prior to the focus group discussions, 
which indicated the procedure and provided assurance of their confidentiality (see 
Appendix Two). After data collection and transcription participants were de-identified 
and real names were not used in the reporting process. 
3.10 Conclusion 
This chapter has outlined the methodology for Study One, which investigates RQ1 
and RQ2. The qualitative approach, process of sampling, social marketing m-games 
and analysis process was outlined. The following chapter, Chapter Four, presents the 
findings of Study One. 
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Chapter Four: Study One Results 
4.0 Introduction 
Chapter Four presents the analysis and a discussion of the qualitative findings for 
Study One, which addresses the first and second research questions: How does a 
social marketing m-game create experiential value for the user? (RQ1) and How can 
key game attributes be categories for social marketing m-games? (RQ2). This chapter 
begins with an overview of the sample characteristics of Study One. Next, it explores 
how experiential value is created by social marketing m-games. This is followed by a 
discussion of how to categorise key game attributes in social marketing m-games. The 
results lead to the development of a conceptual model which is presented in Chapter 
Five. The conceptual model then provides the foundation for Study Two, which 
quantitatively investigates the relationship between key game attributes and 
experiential value in social marketing m-games (RQ3). 
4.1 Sample Overview of Study One 
In Study One participants were required to be aged 18–35 years and be current 
owners of a smartphone to take part in the focus groups. This was consistent with the 
demographic profile of users targeted by social marketing m-games, as outlined in 
Chapter Three. This was advantageous as it allowed for the recruitment of 
information-rich participants for the focus group discussions, which further justified 
the sample size of n=23 (Shaw, 1999).  
Purposive and snowball sampling was carried out to recruit 23 participants for Study 
One. There was a total of four focus groups, each with four to seven participants. The 
focus group discussions duration ranged from approximately 1 hour to 1 hour and 
fifteen minutes. Prior to commencing the focus groups participants completed a self-
administered demographic questionnaire. 
Participants in Study One were closely split in gender, with 13 males and 10 females 
taking part in the focus groups. The majority of the sample were students, most were 
single and many had completed a Bachelor degree. In regards to smartphone 
ownership 15 participants indicated they owned an Apple iPhone, where the 
remaining eight owned an android phone. Close to half of the sample indicated they 
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used m-games daily (11 participants). From the social marketing m-games presented 
for Study one, 12 chose to play Dumb Ways to Die, followed by five for CityGT, four 
for My Quit Buddy and two for Quit for You Quit for Two. A detailed summary of the 
sample characteristics can be seen in Table 4.1. 
Table 4.1: Study One Sample Characteristics 
# Gender Education Occupation Marital 
Status 
Mobile M-game Usage M-game chosen 
1 Female High School Student Single Android Daily Dumb Ways to 
Die 
2 Male High School Student Single Apple 
iPhone 
Daily Dumb Ways to 
Die 
3 Male Bachelor 
Degree 
Employed Single Apple 
iPhone 
Daily CityGT 
4 Female Bachelor 
Degree 
Student Single Android Weekly Dumb Ways to 
Die 
5 Male Masters 
Degree 
Student Single Apple 
iPhone 
Weekly My Quit Buddy 
6 Female Bachelor 
Degree 
Student Single Apple 
iPhone 
1 to 2 times a year Dumb Ways to 
Die 
7 Female Bachelor 
Degree 
Student Defacto Apple 
iPhone 
1 to 2 times a 
month Dumb Ways to Die 
8 Female Bachelor 
Degree 
Employed Single Apple 
iPhone 
1 to 2 times every 
six months Dumb Ways to Die 
9 Male Bachelor 
Degree 
Employed Single Apple 
iPhone 
1 to 2 times a 
month CityGT 
10 Female High School Student Single Apple 
iPhone 
Not much at all Quit for You 
Quit for Two 
11 Female Masters Student Single Apple 
iPhone 
Weekly Dumb Ways to 
Die 
12 Female High School Employed Single Apple 
iPhone 
1 to 2 times every 
six months Dumb Ways to Die 
13 Male Doctorate Employed Defacto Apple 
iPhone 
1 to 2 times every 
six months My Quit Buddy 
14 Male Bachelor  
Degree 
Student Single Android Weekly My Quit Buddy 
15 Female Bachelor 
Degree 
Student Married Apple 
iPhone 
1 to 2 times a 
month 
Dumb Ways to 
Die 
16 Male High School Employed Defacto Apple 
iPhone 
Weekly CityGT 
17 Male High School Student Single Apple 
iPhone 
Daily CityGT 
18 Male High School Employed Single Android 1 to 2 times a 
month 
Dumb Ways to 
Die 
19 Female Bachelor 
Degree 
Student Single Apple 
iPhone 
Not much at all Quit for You 
Quit for Two 
20 Male High School Employed Single Android Not much at all My Quit Buddy 
21 Male High School Employed Single Android Weekly Dumb Ways to 
Die 
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# Gender Education Occupation Marital 
Status 
Mobile M-game Usage M-game chosen 
22 Male High School Student Single Apple 
iPhone 
1 to 2 times a 
month 
Dumb Ways to 
Die 
23 Male Bachelor 
Degree 
Student Single Apple 
iPhone  
Daily CityGT 
4.2 Experiential Value in Social Marketing M-games: RQ1 
RQ1: How does a social marketing m-game create experiential value for the user? 
To investigate the experiential value created by social marketing m-games responses 
were first coded by the primary coder according to dimensions of experiential value. 
In the first cycle of coding the responses were coded according to dimensions of 
experiential value previously found in the literature by Sweeney and Soutar (2001) 
and Mathwick et al. (2001): amusement, social, economic (also known as price value 
in the literature) and time. These dimensions and their relevant quotes were then 
crossed checked by a second coder. After a closer inspection and deliberation between 
the first coder and the second coder, three dimensions not previously identified in the 
literature were found and coded: information, simulation and distraction. 
In the second cycle of coding common traits were found by the first coder between 
dimensions of experiential value. These common traits were categorised using the 
MOA model and according to the previously identified experiential value dimensions 
focus on: 1) increasing a consumer’s motivation to use a social marketing m-game; 2) 
the opportunity consumers have to use a social marketing m-game; and 3) the 
consumer’s ability to perform a behaviour or outcome desired by the game. This led 
to three categories of experiential value being developed and applied to categorise the 
dimensions of experiential value found in the data. These categories were: 
entertainment value, which was made up of amusement and social value dimensions; 
sacrifice value, made up of economic and time dimensions; and behaviour value, 
made up of information, simulation and distraction value dimensions. These 
categories were then crossed checked and confirmed by the second coder. The 
following section analyses and breaks down the categories of experiential value 
according to their related dimensions. 
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4.2.1 Experiential Value Category One: Entertainment Value  
The first category of experiential value to emerge from the data was entertainment 
value, which consists of amusement and social value dimensions. These dimensions 
are consistent with past conceptualisations of experiential value by Mathwick et al. 
(2001), who identified playfulness and aesthetics (similar to amusement) dimensions, 
and Sweeney and Soutar (2001) who discovered emotional (similar to amusement) 
and social dimensions. Furthermore, much like the value dimensions proposed by 
Mathwick et al. and Sweeney and Soutar, amusement and social value were found to 
be hedonically motivated, reflecting multi-sensory and emotive benefits. 
Consequently it became apparent that amusement and social value were key 
motivational factors which motivate social marketing m-game players to use a social 
marketing m-game. Therefore, as amusement and social dimensions of value were 
focused on the pleasure sought from a social marketing m-game it was appropriate to 
categorise them as entertainment.  
4.2.1.1 Amusement Value Dimension 
The first entertainment value dimension which emerged from the data was amusement, 
which refers to the enjoyment users feel and experience when using a social 
marketing m-game. Consistent with past gaming research, amusement value was 
found to be a key motivational factor for using a social marketing m-game (eg. 
Sweetser and Wyeth, 2005, Yee, 2006). Further, like Mathwick et al.’s (2001) 
playfulness and aesthetic dimensions of value, amusement value can be characterised 
by enjoyment and the appearance of the game. From participants’ responses it became 
evident that amusement value could be created from three factors: enjoyment, visual 
appeal and novelty. These then became sub-themes coded within the amusement 
value dimension. 
Amusement Value Sub-Theme One: Enjoyment 
Enjoyment was the most predominant theme associated with amusement value 
apparent within the data. This is usually the aspect of a social marketing m-game 
which reflects the playful exchange and interaction between a player and the m-game. 
The following response by Respondent 18 illustrates the enjoyment they experienced 
whilst using the Dumb Ways to Die game:  
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“I actually think it was pretty fun [Dumb Ways to Die game]. I don’t usually enjoy 
things like that [the game]. I liked just the quick pace of it and instantly changing the 
game” Respondent 18, Dumb Ways to Die 
Amusement Value Sub-Theme Two: Graphics 
The second theme of amusement, graphics, refers to the aspects of a social marketing 
m-game which are aesthetically pleasing to players (Mathwick et al., 2001). From the 
focus group responses it was evident that graphics could have a varying impact upon 
players’ amusement. This variation was based upon the sophistication of the graphical 
detail evident in each social marketing m-game. For instance, the majority of Dumb 
Ways to Die players described how the use of a range of vibrant colours assisted in 
creating amusement, as illustrated by Respondent 15: 
“Dumb Ways to Die it just looked really colourful and fun and easy…I liked the 
pictures and it looked kind of cute.” Respondent 15, Dumb Ways to Die 
However, for the participants that played the My Quit Buddy and CityGT games the 
lack of vibrancy and range of colours detracted from the amusement created by the 
game. This is evident in the following responses of Respondent 20 and Respondent 
16: 
“I mean it’s very simplistic [My Quit Buddy game] and it doesn't really engage or 
appeal because of the colour tones used in it.” Respondent 20, My Quit Buddy 
“It was pretty bland. There was only four colours in the whole game [CityGT]. It was 
just grey, black, white and green. The writing was in green and that was it. So once 
you got going in the game it didn't really appeal.”  Respondent 16, CityGT 
Amusement Sub-Theme Three: Novelty 
The third theme of amusement to emerge from the data was novelty, which refers to 
varying game experiences. Similar to the graphics theme, it was found that novelty 
varied greatly depending upon the social marketing m-game played by participants. 
For example, Respondent 20 (My Quit Buddy) and Respondent 9 (CityGT) discussed 
how their games failed to present players with varying and new gaming experiences: 
“It was extremely repetitive and the only learning curve that you had to move through 
was that it sped up a bit and there was more fruit to sort and that's it essentially…it 
was mind numbing.” Respondent 20, My Quit Buddy 
“The repetitiveness, the laps didn’t change it was the same lap same task that you had 
to do…” Respondent 9, CityGT 
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Alternatively, for the Dumb Ways to Die game participants described how the game 
had high levels of novelty as it provided a range of mini-games. This was because the 
mini-games in Dumb Ways to Die provided different characters, colours, scenarios 
and challenges, which created new, novel and amusing experiences for players. This 
is illustrated in the responses of Respondents 12 and 21: 
“The fact that they were different every game [the tasks to complete] made it 
interesting. I guess each character had a different goal in each game. So at least is 
[sic] kept you interested for that time period.” Respondent 12, Dumb Ways to Die 
“I really like the colours and the character design and the variation of the game. 
Everything was a bit different there wasn't a lot of repetition in terms of the game you 
played. There was sort of nine different options of the games you could play. I thought 
that was good.” Respondent 21, Dumb Ways to Die 
4.2.1.2 Social Value Dimension 
Social value was the second dimension of experiential value to be identified and 
categorised as entertainment. The dimension of social value can be described as the 
social relations, connections and contexts which influence the experience of 
entertainment when using a social marketing m-game (Mathwick et al., 2001). From 
the data it emerged that social value could be created in two distinct ways: 1) via 
social competition, and 2) via social connectedness with peers and family. As a result 
these two aspects of social value became sub-themes to code the data. 
Social Value Sub-Theme One: Social Competition 
The first theme of social value, social competition, refers to the value created by 
social marketing m-games when they serve as a medium for players to compete 
against peers and family. After analysing the data it was clear that social competition 
was predominately an aspect of social value sought by males. Interestingly, within 
Focus Group 4 the creation of social value through social competition was epitomised 
when Respondent 23 requested to compare the scores of other participants within the 
focus group. He then described how social competition was a major factor and driver 
for his use of m-games: 
“I actually based a lot of my gaming off being competitive. I just got up my Dumb 
Ways to Die score to check if I beat these guys…I only play until I beat another 
person.” Respondent 23, CityGT 
Social Value Sub-Theme Two: Social Connectedness 
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The second theme of social value to arise from the data is social connectedness. 
Social value can be built via social connectedness through players sharing social 
marketing m-game experiences with others. Respondents 9 and 19 discussed how 
social value could be created by social marketing m-games as they can connect with 
others and how this in turn would motivate them to use the game: 
“It’s just something easy to do and to connect with everyone [playing an m-game]. So 
you can also play your mates and like that on the go.” Respondent 9, CityGT 
“If I knew that my mates were playing it and I could play with them opposed to 
playing by yourself, it’s kind of a bit boring. Whereas if you know you’re versing one 
of your friends it becomes more like a competition. So you kind of get more into it and 
maybe you would be more inclined to want to do really well and play.” Respondent 
19 Quit for You Quit for Two 
4.2.2 Experiential Value Category Two: Sacrifice Value  
The second category of experiential value discovered in the data is sacrifice, which 
consists of dimensions of economic and time value. Much like the experiential value 
dimensions categorised as entertainment, economic and time value also appear to be 
similar to the dimensions of experiential value proposed by Mathwick et al. (2001) 
(customer return on investment) and Sweeney and Soutar (2001) (economic/price). In 
contrast with past experiential value dimensions found in the literature, economic and  
time value dimensions found in this study represent the investment a potential user of 
a social marketing m-game must make in order to play it. For example, a user might 
be required to give up their free time or sometimes pay in order to play the social 
marketing m-game. Whilst scholars have acknowledged the concept of value is 
underpinned by benefits and sacrifices (Dann, 2010) little research has actually 
embraced or investigated the sacrifice aspect of experiential value creation. In 
addition, the results of this study suggest that sacrifice represents the opportunity a 
potential social marketing m-game user perceives they have to play a game. The 
sacrifice dimensions of economic and time value will now be discussed.  
4.2.2.1 Economic Value Dimension 
Economic value was the first dimension of sacrifice to be identified within the data. 
For social marketing m-games economic value refers to the monetary input a 
consumer must make in order to access and play a social marketing m-game. 
Although social marketing m-games are commonly provided for free it was 
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determined that research was required in order to investigate if paying for an m-game 
would affect its potential use. Interestingly, the majority of participants indicated they 
were not willing to pay to access and play social marketing m-games. From 
participants’ responses it was clear that this was the case, as they believed the m-
games were not sophisticated enough to warrant payment. This point is illustrated by 
Respondent 21 who played the Dumb Ways to Die game: 
“I don’t pay for a lot of mobile games. [When I do] I want something that gives me a 
sense of achievement. This is just a bunch of nine relatively fun mini games but once 
you die, you start again and you get a random selection of mini games. So I wouldn’t 
pay [for a game like this].” Respondent 21, Dumb Ways to Die 
4.2.2.2 Time Value Dimension 
Time value was the second dimension to be identified and categorised as sacrifice. In 
social marketing m-games time value refers to the time sacrifice a player must invest 
in playing the game. Thus, social marketing m-games could be determined to have 
high levels of time value if users deem them to be an efficient use of their time. From 
the data it was evident that there were varying opinions on this issue. When asked if 
social marketing m-games would be a good use of their time Respondent 9 stated: 
“Mainly when I’m commuting on [the] bus, when I have a bit of time and 
sometimes during my lunch break.” Respondent 9, CityGT.  
Whereas, Respondents 23 and 15 discussed how playing a social marketing m-game 
would not be an efficient use of time and thus no value was evident: 
“No, no. This is not a good, but in all honesty most gaming is not a really efficient use 
of time…” Respondent 23, CityGT 
“I don’t do it because I don’t want to get addicted to them and I know how much time, 
I mean this with all due respect, my hubby is a gamer but I know how much time can 
be wasted on it. So for me it’s just a choice of, OK so with my little free time I don’t 
want to have my eyes in front of a screen.” Respondent 15, Dumb Ways to Die 
4.2.3 Experiential Value Category Three: Behaviour Value  
The third category of experiential value is behaviour value, which can be created by 
the dimensions of information, simulation and distraction. The discovery of the 
category of behavioural value and its related dimensions is completely unique to this 
study and explains how social marketing m-games can create value which assists the 
user’s ability to influence a desired outcome or perform a desired behaviour. Unlike 
the categories of entertainment or sacrifice, the third category (behaviour) is solely 
 62 
focused upon the behavioural and outcome desired from the m-game (for example 
being safe around trains, quitting smoking and not using a phone whilst driving). 
Accordingly, the related experiential value dimensions – namely information, 
simulation and distraction – which are created by social marketing m-games focus 
upon providing players with the ability to change their behaviour. Thus, these 
dimensions of experiential value categorised as behaviour reflect a more utilitarian 
and functional aspect of the experiential value created by social marketing m-games 
(Jones et al., 2006). 
4.2.3.1 Information Value Dimension 
The first behaviour dimension to emerge from the data was information. From the 
participants’ responses it was clear that information value could be created by 
reminders, data, facts and figures presented by the social marketing m-game. 
Additionally, information value appears to provide players with the knowledge of 
how to change their behaviour by providing tools or directions in order to change 
their behaviour. From the focus group discussions it appeared that information value 
was most prominent in the My Quit Buddy and Quit for You Quit for Two game. In the 
case of My Quit Buddy and Quit for You Quit for Two participants described how 
information value was evident, as the games provided helpful tips on how to quit as 
well as information in regards to the money saved from not smoking. This is 
illustrated by the response of Respondent 14 who played the My Quit Buddy game: 
“I do like the idea of the calculator and being able to track how much money you 
have saved, like having a reminder like that is good because with something like 
cigarettes where it's a small amount like $20 they do eventually add up.” 
Whereas for the Quit for You Quit for Two game participants discussed how the 
information was factual and supportive and how this could increase their ability to 
quit smoking whilst pregnant. The following response illustrates the information 
value in Quit for You Quit for Two: 
“You obviously have to put in how much you spend on cigarettes and then you can 
see [what] would you could buy and what baby products you could buy with the 
money you hadn’t spent on cigarettes…I could see if you're a mum and your pregnant 
it would be cute to see how much money you could save and what you could buy with 
it.” Respondent 19, Quit for You Quit for Two 
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4.2.3.2 Simulation Value  
The second behavioural experiential value dimension discovered within the data was 
simulation value, which refers to tasks in a social marketing m-game that represent 
real-life situations. Within social marketing m-games simulations provide players 
value by giving them the ability to virtually practice and experience behaviours. From 
the data, simulation value was evident in the CityGT and Dumb Ways to Die games. 
In the case of the CityGT game participants described how they appreciated the game 
representing real driving and how the “fake” phone call incorporated the behavioural 
aspect of the game. Participants also discussed how this experience within the game 
provided them with the ability to recognise the dangers of using a phone whilst 
driving. This is demonstrated by the following response:  
“I liked the fact that it did test you and didn't warn you in any way that you were 
going to receive a phone call and how that was incorporated into the game. Like I 
honestly thought it was someone trying to call me and I was like well I won’t answer 
it.” Respondent 9, CityGT 
On the other hand, in the Dumb Ways to Die game players were presented with 
simulation value in terms of controlling an anthropomorphised character and directing 
them to be safe around trains. For example, one train safety action includes players 
pulling characters behind the yellow safety line before a train arrived. Participants 
discussed that simulation value was not frequently experienced enough within the 
game, as reflected by the response of Respondent 4: 
“So the actual game to do with train safety, I only did one that whole time I played. I 
don’t know whether it’s reminding you often enough. So maybe the frequency of 
actually reminding you about the purpose of the game would have been enhanced if 
they did have more parts about train safety.” Respondent, 4, Dumb Ways to Die  
4.2.3.4 Distraction Value 
The third value dimension related to the category of behaviour is distraction, which is 
created by social marketing m-games to distract players from performing an undesired 
behaviour. For example, the My Quit Buddy and Quit for You Quit for Two games are 
designed to be used as a distraction tool when players are craving a cigarette. In turn, 
participants discussed how the distractions created by social marketing m-games 
would provide them with the ability and means to avoid undesired behaviours such as 
smoking. Analysis revealed that distraction would be a valued outcome for players if 
the games were built for such purposes; however, the majority of participants 
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discussed how the games were not designed sophisticatedly enough for them to 
become engaged and distracted for an extended period of time: 
“I mean its intended for when I have a craving [for a cigarette] right? It’s mindless it 
keeps me occupied. I would say it’s adequate, not fantastic [at distracting me], 
because it doesn't engage me to the point where I’m really thinking about it or excited 
about it [the game]. So it’s just barely over the line holding my interest.” Respondent 
5, My Quit Buddy 
4.2.4 Overview of Experiential Value Findings 
The prior exploration provides an explanation of how experiential value is created by 
social marketing m-games and how this experiential value can encourage not only 
usage of the game but also assist a user to change their behaviour. This explanation 
and understanding of how experiential value is created by social marketing m-games 
led to the development of a new typology and conceptualisation of experiential value 
for social marketing m-games (see Figure 4.1). Along with this new typology and 
conceptualisation of experiential value two additional key insights into how 
experiential value is created by social marketing m-games were discovered. 
Figure 4.1: Experiential Value Findings of Study One 
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 4.2.4.1 Experiential Value and Motivation, Opportunity and Ability 
In a further representation of the complexity of social marketing m-games and the 
value they create it appears that each experiential value category has a different 
influence upon a player’s motivation, opportunity or ability to either use the game or 
change their behaviour. The entertainment category of experiential value is 
motivation-orientated, focusing on providing hedonic experiences, which encourage 
the user to play the game. This is consistent with other gaming research, where 
entertainment is the key motivational factor encouraging players to use the game (Yee, 
2006). Sacrifice value represents the opportunity a potential player perceives to have 
to use the game. Depending upon the economics of time input/cost the potential 
player will then judge whether they have the opportunity to use the game.  
Behavioural value reflects the experiential value created by a social marketing m-
game which influences a user’s ability to perform a behaviour. The dimensions of 
experiential value categorised as behaviour (information, simulation and distraction) 
are focused on increasing the user’s knowledge and or skill in order to provide them 
with the ability to perform a desired behaviour. 
4.2.4.2 Social Marketing M-games Need to Create Balanced Value 
Interestingly, combined with the first and second contributions, it appears that social 
marketing m-games must achieve a difficult balancing act. It seems that if there is an 
imbalance of entertainment or behavioural value social marketing m-games will either 
go unplayed or not provide players with the ability to change their behaviour. Further, 
if there is an inadequate amount of entertainment or behavioural value compared to 
the sacrifice required to play the game it will again go unplayed. Therefore, in order 
for social marketing m-games to provide players with the most desirable value 
package a balance of entertainment and behavioural value equal to or greater than the 
sacrifice of playing the game must be achieved.  One aspect of the lack of balance 
discussed by participants was that there was too much entertainment value compared 
to the behavioural value created by some games, illustrated by the following response: 
“Also, I think that there is they put too much fun, because that was quite a fun game, 
but there is too much fun and sort of ‘ha’ ‘ha’ there’s a piranha eating his private 
parts. It’s too much fun and it’s kind of like all these quirky ways of how people could 
perhaps die and then oh perhaps stand behind the yellow line. So I think there could 
have been more message, more underlying message.” Respondent 15, Dumb Ways to 
Die 
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Participants also discussed how if games had too little entertainment they would be 
unlikely to continue to play the game: 
“I really get [sic] involved in it the first time I played it. I was like wow this is cool! 
Then I went around one and I was like ah here we go again [disappointed]. It’s the 
same track, one lap is enough, and you get over it.” Respondent 9, CityGT 
The findings of the balance of created value provides important insights, 
demonstrating that social marketing m-games need to be focused on both entertaining 
the user but also changing their behaviour. Ultimately an imbalance of experiential 
value created by a social marketing m-game can lead to the game not being played or 
changing behaviour (see Table 4.2). 
Table 4.2: Outcomes of Value within Social Marketing M-games 
Entertainment Value 
Level of Value in Game Outcome 
Too much entertainment value Behaviour goal or focus of game is forgotten 
Too little entertainment value Little to no game usage 
Behavioural Value 
Level of Value in Game Outcome 
Too much behavioural value Little to no entertainment value/Limited 
game usage 
Too little behavioural value Behaviour goal or focus of game is forgotten 
Sacrifice Value 
Level of Value in Game Outcome 
Entertainment and behaviour value not equal 
to sacrifice value 
Game goes unplayed 
4.3 Key Game Attributes: RQ2   
“How can key game attributes be categorised for social marketing m-games?” 
In order to investigate RQ2 thematic analysis was first performed to identify the game 
attributes which exist in social marketing m-games. In the first cycle of coding the 
first coder of the data identified six game attributes common to the gaming literature, 
namely audio, visuals, controls, character, challenge and feedback. These game 
attributes were then confirmed by a second coder. Along with the six game attributes 
commonly found in the literature an additional two new game attributes for social 
marketing m-games were found: behaviour monitoring and virtual training. Together 
these eight game attributes were then used to code the data.  
In the second cycle of coding, patterns and similar traits appeared according to the 
functionality of the game attributes. The first coder then identified three categories of 
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game attributes to code similar game attributes together. These categories were: 
interaction, made up of audio, visuals and controls; disguise, made up of character, 
challenge and feedback; and performance, made up of behaviour monitoring and 
virtual training. The categories were then cross checked and confirmed by the second 
coder. The following sections explore these categories and their related game 
attributes.  
4.3.1 Game Category One: Interaction  
The first category of game attributes is interaction, which consists of visuals, controls 
and audio. From the analysis of the data it became apparent that interaction game 
attributes were not key to social marketing m-games because they were seen as 
common game attributes to all games which assisted in their function. As pointed out 
by participants, visuals are a commonly found attribute in all games and represent the 
quality of a social marketing m-game. Further, participants discussed controls and 
how the greater the difficulty of controlling the game the more time they would need 
to learn new skills in order to master the game. Finally, in regards to audio, 
participants discussed how they did not believe audio was a necessary game attribute 
as many people play their phones in a public setting with the volume off.   
4.3.1.1 Visual Game Attribute  
Visual refers to the graphical, cartoon or realistic images evident in a social marketing 
m-game (Wood et al., 2004, Kim et al., 2010). From the data it was evident that 
participants preferred visuals and found them to be a key factor in attracting them to 
play the game, the reason being that they expected visuals to be of a high standard to 
signpost the quality of the game. This is illustrated by the following responses: 
“…the characters look cute, yeah it just looked like it had the best presentation and I 
guess it looked like the best finished product out of all of them.” Respondent 1, Dumb 
Ways to Die 
“I think this one was really cute…it was all pink and it made it look fun.” Respondent 
19, Quit for You Quit for Two 
4.3.1.2 Audio Game Attribute 
Audio refers to the sounds, speaking characters, background music and narration 
within a social marketing m-game (Wood et al., 2004, Kim et al., 2010). From the 
data and observations made within the focus groups it was apparent that audio was 
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not a key attribute for social marketing m-games. The researcher observed throughout 
the focus groups that participants would switch of their audio whilst playing the 
games. When asked about turning off the audio, participants discussed how they 
believed audio was not a key aspect of a social marketing m-game as they are 
normally played in a public setting. This is illustrated by the following response: 
“I don’t think audio is a key feature of a mobile game. Because they are mobile you 
tend to use them in the vicinity of people so you never want an audio blaring out. 
Even with headphone[s] and I’ve never found a mobile game that actually has audio 
you would want to listen to.” Respondent 23, CityGT 
4.3.1.3 Controls Game Attribute 
The second interaction game attribute identified was controls, which refers to the 
buttons, actions or moves a player uses or makes within a social marketing m-game 
(Wood et al., 2004, Kim et al., 2010). From the focus group responses it became clear 
that participants distinguished between controls that were easy to master and intuitive, 
and controls that were difficult and took time and skill to master. These then became 
themes to code for in controls. Overall, whilst controls were identified as a game 
attribute in social marketing m-games, participants did not overwhelmingly discuss 
them as a key game attribute to building either entertainment or assisting the user to 
change a behaviour. Thus, they were determined not to be a key game attribute for 
social marketing m-games. 
Controls Sub-theme One: Intuitive Controls 
Intuitive controls are actions within a social marketing m-game which require little 
time or skill to master. From the participants’ responses it was evident that controls 
that were too intuitive, repetitive and easy to master were not preferred. This is 
illustrated by Respondent 12’s response regarding Quit for You Quit for Two: 
“One of them is just jumping onto different bubbles and like moving the baby. And 
another one is just bursting all the bubbles the baby blows. So I thought the games 
[mini games] were a little bit boring.”  
Controls Sub Theme: Demanding Controls 
When discussing controls participants discussed how they preferred demanding 
controls – ones that are difficult and challenging to master. From the responses it was 
evident that participants felt a sense of accomplishment once mastering demanding 
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controls and this assisted in their enjoyment of the game. Demanding controls seemed 
to be evident mostly in the Dumb Ways to Die game, where participants discussed 
how the variation and speed in which they had to perform certain actions were 
preferred. This is demonstrated by the discussion provided by Respondent 1: 
“I thought it was fun. It made me feel like an idiot [laughing]. Like madly blowing 
[an action within the game] into my phone and madly tapping it.” Respondent 1, 
Dumb Ways to Die 
4.3.2 Game Category Two: Disguise   
Disguise was the second category of game attributes discovered. Interestingly, 
disguise represents the game attributes of challenge, character and feedback, all of 
which can be found within traditional m-games. However, in social marketing m-
games these game attributes are used differently as they are focused on maintaining a 
balance between entertainment and behaviour. This appears to happen when disguise 
game attributes (challenge, character and feedback) are used to entertain players and 
mask the behavioural focus of the m-game. The following section explores the game 
attributes of challenge, character and feedback in detail and outlines their importance 
to the design of a social marketing m-game. 
4.3.2.1 Challenge Game Attribute 
The first disguise attribute identified from the focus group discussions was challenge, 
which refers to the contests, tasks and goals within a social marketing m-game (King 
et al., 2010, Sweetser and Wyeth, 2005). From the focus groups the majority of the 
participants reported that a level of challenge existed within their chosen game and 
how an optimal level of challenge must be achieved. Further, participants discussed 
how challenges could be individual or multiplayer in their focus. From this discussion 
the data were then coded upon the basis of individual and multiplayer challenges.  
Challenge Sub-Theme One: Individual Challenges 
The majority of participants reported that individual challenges were a key aspect of 
the challenge game attribute and how this was a motivational factor for them using 
and continuing to use social marketing m-games. Individual challenges appear to be a 
key game attribute as users seem to prefer individual challenges as they allow them to 
better previous results in the game and this in turn becomes an intrinsic motivator for 
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them to continue playing. This is illustrated by the response of Respondent 8 
regarding the Dumb Ways to Die game: 
“There probably good things though because then you want to beat it [challenges]. 
You have something against your phone where you’re like, I’m going to do this and so 
if it lets you win the first time you would be like well that was easy and just put it 
down.” Respondent 8, Dumb Ways to Die 
However, it is also important to note that individual challenges that were seen as too 
difficult or too easy were judged negatively by participants. Thus, individual 
challenges must ensure that an optimal level of difficultly but also achievability exists. 
Challenge Sub-Theme Two: Multiplayer Challenges  
When discussing challenge participants also discussed how challenges could 
incorporate rivalry or cooperation with friends and family, which was then themed as 
multiplayer challenges. The majority of participants indicated that whilst multiplayer 
challenges were not clearly evident in social marketing m-games they would be a 
preferred aspect of challenge and be a key component of motivating them to play a 
game. Participants discussed how they liked multiplayer challenges as this added 
variety to gameplay and provided them with the motivation to continue playing. This 
is illustrated in the following response: 
“Definitely amongst friends [challenges], like even a game against Chris. I see a bit 
of fun in that, a bit of competitiveness to it.” Respondent 2, Dumb Ways to Die 
4.3.2.2 Character Game Attribute 
Character is the second disguise attribute, which can be defined as the controllable 
avatars or objects within a social marketing m-game (Charsky, 2010, Sweetser and 
Wyeth, 2005, Fu et al., 2009). In the focus groups participants discussed how 
characters within social marketing m-games varied from anthropomorphised 
characters in Dumb Ways to Die, to babies in Quit for You Quit for Two to cars in 
CityGT. As such the data were coded according to human or non-human characters. 
Character Sub-Theme One: Human Characters 
Human characters in social marketing m-games can include life-like avatars or 
anthropomorphised characters. Participants discussed how human characters were a   
key component of the character attribute as they made an emotional connection with 
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them, and this in turn motivated them to keep playing the game, as discussed by 
Respondent 10 when talking about Quit for You Quit for Two: 
“I really liked it that you felt like you had an emotional connection to the baby 
[character]. I mean I’m not even a clucky person at all. But I did feel, I don’t know, 
because you have to name the baby and you get to pick how it looks and make it look 
like you felt connected. That was really good.” Respondent 10, Quit for You Quit for 
Two 
Character Sub-Theme Two: Non-human Characters 
On the other hand, non-human characters were evident in the CityGT game as a 
controllable car. When discussing the car in CityGT participants discussed how there 
needed to be greater choice and customisation of the car they drove in the game. 
Without this choice and ability to customise the non-human character in the form of 
the car it appeared that this led to users becoming disinterested in the game. This is 
exemplified by the following response:  
“I don’t think there is a lot you can do [to change the characters/cars in the game], 
but if you could unlock different cars and unlocking cars at certain point levels that 
would add to the longevity of CityGT that’s for sure.” Respondent 23, CityGT 
4.3.3 Feedback Game Attribute 
Feedback is the positive or negative reinforcement a player is given based upon their 
actions in or outside (e.g. bad social or health behaviour) a social marketing m-game 
(Dickey, 2007, Wood et al., 2004). From thematic analysis of the data it was clear that 
participants distinguished between two types of feedback within social marketing m-
games: positive feedback and negative feedback. 
Feedback Sub-Theme One: Positive Feedback 
Positive feedback can come through the form of points, unlockable game features or 
supporting and encouraging information. Participants discussed how positive 
feedback was an important part of social marketing m-games, mainly owing to this 
giving them a sense of achievement and accomplishment when playing the game. 
Further, they discussed how positive feedback would motivate them to continue 
playing the game. Respondent 10 discussed how positive feedback in regards to 
unlocking new content would motivate him to continue using the Dumb Ways to Die 
game: 
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“I don’t know maybe a couple of weeks [playing the game]. I would try and get all of 
those characters to pop up on the screen because they had the little message that if 
you get high scores you collect lots of characters. I don’t know I’m a bit of a collector 
and try and get everything in it [the game].” Respondent 10, Dumb Ways to Die 
For Respondent 19 the positive reinforcement in regards to the feedback she received 
for not smoking was also a key factor that would motivate her to keep using the Quit 
for You Quit for Two game:  
“This had unlockables, like how much money you saved. You have to put in how much 
money you spend on cigarettes and then you can unlock or look at what you could buy 
and what baby products you could buy with money you hadn’t spent on cigarettes… I 
could see if you’re a mum and you’re pregnant it would be nice to see how much 
money you could save and what you could buy with it.” Respondent 19, Quit for You 
Quit for Two 
Feedback Sub-Theme Two: Negative Feedback 
The second theme of feedback to emerge from the data was negative feedback, which 
can be characterised as feedback which penalises or punishes a player for performing 
tasks in or outside of the game. In the case of social marketing m-games negative 
feedback usually involves the reduction of points or “lives” within the game or the 
provision of information outlining the negative consequences of players’ actions 
outside the game. Whilst negative feedback was discussed within the focus groups, 
when probed participants discussed how this component of feedback was needed in 
order to demonstrate bad behaviour within the game and outside of the game. This is 
illustrated by the response of Respondent 9: 
“So you’re driving along and the phone goes off so you think instinctively to pick it up 
and that’s a bad thing in the game because you crash and game ends. So I guess they 
are trying to teach you safe driving, don’t answer your phone whilst driving.” 
Respondent 9, CityGT 
4.3.3 Game Category Three: Performance    
The third category of game attributes found within the data was performance. The 
game attributes of behaviour monitoring and virtual experience were categorised as 
performance as they represent characteristics which focus upon providing knowledge, 
skills and experiences which help assist the player to achieve a desired behavioural 
goal. The category of performance along with the specific game attributes of 
behaviour monitoring and virtual training are entirely unique to social marketing m-
games and are discussed in detail in the following sections. 
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4.3.3.1 Behaviour Monitoring Game Attribute 
Behaviour monitoring can be defined as the customised tracking of a user’s behaviour. 
Participants discussed how they believed personalised behaviour monitoring was a 
key game attribute in social marketing m-games as it provided them with a means to 
track their behaviour and assist them to change it, as exemplified in the following 
response:  
“Yeah, so they had me enter in a bunch of information. Then they gave me 
personalised information so that was really good. Um, and that would probably be 
the only reason I would keep it [the game], to check every week and be like how much 
money have I saved? Because I don’t really keep a track of that.” Respondent 5, My 
Quit Buddy 
4.3.3.2 Virtual Training Game Attribute 
Virtual training can be viewed as the social marketing m-games’ representation of 
real-world situations which mimic a behaviour performance virtually. The data 
suggest that this game attribute is specific to the CityGT and Dumb Ways to Die 
games. Participants specified that this was a key game attribute as this provided them 
with experiences which could be transferred into the real world. This is illustrated by 
the response of Respondent 16: 
“So you’re driving a long and the phone goes off so you think instinctively to pick it 
up and that’s a bad thing in the game because you crash. So I guess they are trying to 
teach you to safe driving, don’t answer your phone while driving….Because I thought 
someone was calling me and I was like what (pretends to pick up phone). So I guess 
there is an educational element to it”. Respondent 16, CityGT 
However, it is important to note that there is an optimum level of virtual training. In 
particular, participants indicated that there could be “too much” or “too little” virtual 
training in social marketing m-games. This appeared to be the case for the Dumb 
Ways to Die game, as pointed out by Respondent 4:  
“The actual game to do with train safety I only did one that whole time I played. I 
don’t know whether it’s reminding you often enough…” Respondent 4, Dumb Ways to 
Die 
4.3.4 Overview of Game Attribute Findings 
The analysis of the data collected for Study One yielded three findings in relation to 
game attributes. First, it was discovered that three categories of game attributes exist 
 74 
in social marketing m-games: interaction, disguise and performance (see Figure 4.2). 
From the categories identified it was also found that social marketing m-games share 
many of the same game attributes as commercial/entertainment-focused m-games, 
particularly those identified in the categories of interaction and disguise. However, 
from the data it was identified that the game attributes identified as disguise – 
challenge, character and feedback – were used in a unique way to conceal the 
behavioural elements of the social marketing m-game. The finding of disguise game 
attributes provides evidence that indeed social marketing borrows from commercial 
practices to encourage social change (Dann, 2010). However, it appears that, in the 
case of social marketing m-games, commercial practices are borrowed in order to 
“trick” users into using the game as well as achieving behavioural aims.   
Figure 4.2: Overview of Game Attribute Findings 
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*Boxes shaded grey indicate non-key game attributes 
Second, it was discovered that social marketing m-games have two additional 
attributes that are behavioural in focus (behaviour monitoring and virtual training) 
which are categorised as performance. Further, both attributes were preferred by users. 
The findings of the preference for behaviour monitoring and virtual training suggests 
that users are willing to use social marketing m-games and their game attributes to 
assist in their own behavioural change. Thus, social marketers should be mindful of 
designing performance game attributes such as behavioural monitoring and virtual 
training to assist behavioural change as they are preferred by users. 
Third and finally, eight game attributes were discovered in social marketing m-games. 
From the game attributes identified those categorised as disguise and performance 
were deemed to be key to social marketing m-games as they were either critical in 
building an entertaining experience and or changing the behaviour of the user. When 
related back to the previous experience value findings the game attribute findings 
further suggest the importance of the value balancing act social marketing m-games 
must adhere to. Interestingly, it also appears that whilst users are aware of the 
behavioural focus of the game they enjoy being engrossed by disguised game 
attributes. This may hint that users are open to the behavioural aims of social 
marketing m-games as long as the game is designed in such a way that they do not 
feel significantly different to commercial m-games.   
4.4 Conclusion 
This chapter provided the qualitative findings for Study One. The results addressed 
the first two research questions and led to the development of a theoretical model. The 
conceptual model illustrates the potential relationships between key game attributes 
and experiential value dimensions. The following chapter (Chapter Five) explains the 
conceptual model in further detail. Chapter Five also identifies aspects of the model 
that are the most unique to social marketing m-games and will have the greatest 
impact upon both entertaining the user as well as achieving behavioural change. 
Based upon the proposed relationships a series of hypotheses are proposed for 
empirical testing in Study Two.   
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Chapter Five: Theoretical Model and Hypotheses 
Development 
5.0 Introduction  
The last chapter presented the results of Study One, which aimed to develop an in-
depth understanding of the experiential value created by social marketing m-games 
and the game attributes that are key to their design. This chapter discusses the 
principal experiential value categories and dimensions for social marketing m-games, 
using the motivation, opportunity and ability (MOA) model as a lens. Second, this 
chapter discusses the current limitations of social marketing m-game research, which 
is a lack of models depicting the game attributes’ antecedent influence on a desired 
outcome. This is followed by the presentation of a proposed model depicting 
relationships between key game attributes and experiential value dimensions; the 
hypothesised relationships are then discussed. 
5.1 Examining Experiential Value through an MOA Lens 
Like experiential value, the MOA model has been used to explain why a consumer 
will or will not perform a desired behaviour (Rothschild, 1999). Further, the MOA 
model demonstrates how marketing can attempt to influence behaviour by offering 
reinforcing incentives and/or consequences (Binney et al., 2003). As such, the MOA 
model, like experiential value, proposes that in order for an individual to be 
encouraged to use a product/service or, as in the case of social marketing, perform a 
behaviour a higher level of benefits (value) must exist (see Table 5.1) (Binney et al., 
2006). In order for this benefit or “value” to be of a level that leads to a desired 
outcome an individual must have the motivation, opportunity and ability to perform a 
behaviour.    
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Table 5.1: Linking MOA and Experiential Value 
MOA Components MOA Definition Value Category Definition 
Motivation Persons who are motivated by the 
task (behaviour) itself (Binney, et al. 
2006). 
The motivational dimensions which 
encourage a consumer to use a social 
marketing m-game 
Opportunity  Represents the time and economic 
resources required by individuals in 
order to use a product or service 
(MacInnis et al., 1991) 
The costs a consumers make incur in 
order to use a social marketing m-game 
Ability Information or experiences can assist 
an individual to perform a desired 
task (Binney et al., 2003) 
The skills or capabilities consumers 
gain to perform a desired behaviour or 
outcome by using a social marketing 
m-game 
When compared to the findings of Study One it was found that categories of 
experiential value and their related dimensions could influence an individual’s 
motivation (to use a social marketing m-game), opportunity (to use a social marketing 
m-game) and ability (to perform a behaviour). Therefore, an examination of the MOA 
literature can provide an insight as to the appropriateness of the experiential value 
conceptualisation proposed in Study One. Further, it can provide insights as to the 
most important categories and dimensions of experiential value based upon their 
association with the MOA model.  
5.1.1 Entertainment Value and MOA 
The first category of experiential value, entertainment, was found to be hedonic in 
nature and focused upon building motivation to use a social marketing m-game. 
Motivation in the MOA model can be defined as the desire to act or use a product or 
service (Binney et al., 2003, MacInnis et al., 1991). Interestingly, the 
conceptualisation of the entertainment value category from Study One is comparably 
consistent with past research using the MOA model conducted by MacInnis et al. 
(1991), who found that motivation is enhanced by appealing to hedonic needs and by 
providing novel stimuli (much like the novelty theme found in Study One). Further, 
research has hinted that building motivation is an important first step in order for 
individuals to carefully consider arguments or change their behaviour (Binney et al., 
2003). Therefore, conceptualising entertainment value and its related dimensions of 
amusement and social value as hedonically-motivated benefits, which are important to 
encouraging individuals to use a social marketing m-game, is consistent with the 
MOA literature. 
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5.1.2 Sacrifice Value and MOA 
The second category of experiential value, sacrifice, was conceptualised in Study One 
to represent the user’s input as well as the user’s opportunity to use the social 
marketing m-game. In the MOA literature opportunity has been defined as the extent 
to which consumers can process or access information or act without any restrictions 
(MacInnis et al., 1991). Further, opportunity looks at the time and economic resources 
required in order for an action to take place (MacInnis et al., 1991, Maclnnis and 
Jaworski, 1989). When examining the conceptualisation of sacrifice value in Study 
One and opportunity in the MOA literature similarities can be drawn. First, sacrifice 
value was conceptualised in Study One as the resources an individual needs to invest 
in order for them to have the chance to use a social marketing m-game. This closely 
reflects the definition of opportunity, which also looks at the resources required for a 
desired action to take place. Second, sacrifice value was conceptualised in Study One 
to consist of two value dimensions: time value and economic value. Again, this 
closely reflects opportunity, which examines the time and economic resources 
required for a desired action to take place (MacInnis et al., 1991). Based upon the 
similarities between the conceptualisation of sacrifice value and opportunity in the 
MOA literature it can be concluded that it is appropriate for sacrifice value to reflect 
an individual’s opportunity to use a social marketing m-game.  
5.1.3 Behaviour Value and MOA 
The third category of experiential value, behaviour value, represents the value created 
by a social marketing m-game which assists the user’s ability to change a behaviour 
or influence a outcome desired. Further, the behavioural category of experiential 
value and its related dimensions of value, information, simulation and distraction 
represent the more functional-orientated value created by the use of a social 
marketing m-game. In the MOA literature ability has been defined as the necessary 
resources provided to make a desired outcome happen (Leung and Bai, 2013). Further, 
Binney et al. (2003) point out that in a social marketing context ability relates to an 
individual’s skill sets that allow them to perform a behaviour. Therefore, when 
making a comparison between the conceptualisation of ability in the MOA model and 
the conceptualisation of behaviour value in Study One linkages can be drawn between 
their focus on up-skilling an individual’s ability to perform a behaviour. Given this, it 
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can be concluded that it is appropriate to view behavioural value as functionally-
based and focused on the value which assists an individual’s ability to perform a 
desired social or health behaviour.  
5.1.4 Critical Categories of Experiential Value Identified by MOA 
Building upon the similarities drawn between the MOA model and the 
conceptualisation of experiential value MOA can further be used to determine the 
critical categories of experiential value, which is investigated further in Study Two. 
From a review of the MOA literature it is clear that not all three components of the 
model are as critical as each other in influencing a desired outcome such as 
experiential value (Binney et al., 2003). First, a study by Binney et al. (2006), who 
investigated MOA in a social marketing context, found that in a regression model 
motivation and ability were significant predictors of behaviour, but opportunity was 
not. The discovery that motivation and ability are the most significant predictors or 
influences of desired outcomes is not uncommon in the MOA literature (Gruen et al., 
2006, Gruen et al., 2007, Bigné et al., 2013). Findings from studies carried out by 
Gruen et al. (2006, 2007) also found that motivation and ability were significant 
predictors of desired outcomes, whilst opportunity was an insignificant predictor. A 
more recent study by Bigne et al. (2013) provides further support, finding that 
motivation and ability exert a positive influence on purchase (behaviour) intentions, 
whilst again opportunity did not.  
Taking the findings of past MOA studies into consideration, along with the categories 
of experiential value identified in Study One, it is suitable to focus the investigation of 
Study Two on entertainment and behaviour value rather than sacrifice value. This is 
because from past MOA research it can be assumed that entertainment value and 
behaviour value and their related value dimensions are the most important and best 
predictors of behaviour as they are motivationally- or ability-focused. Whilst sacrifice 
and its related dimensions are still relevant to social marketing m-games they are not 
investigated further in Study Two as there is supporting evidence that these 
opportunity-related factors are not significant in predicting desired outcomes (Gruen 
et al., 2006, Gruen et al., 2007, Bigné et al., 2013, Binney et al., 2006). 
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5.2 Game Models in Social Marketing  
Currently, in the social marketing literature there are only a handful of studies that 
have researched games or interventions which incorporate games (Dietrich et al., 
2015, Rundle-Thiele et al., 2015, Buller et al., 2009). Of these studies, all appear to 
provide evidence of the usefulness of games in changing behaviour. One study by 
Buller et al. (2009) investigated the use of online games to increase fruit and 
vegetable intake, finding that the use of online games increased consumers’ 
confidence in eating three or more servings of fruit and vegetables daily. Further, they 
discovered that consumers found social marketing online games to be informative and 
satisfying. Research by Mulcahy et al. (2015) also examined an online game, which 
was focused on adolescent binge drinking. Whilst they found that the game under 
investigation failed in creating enough experiential value to influence consumers’ 
intentions to drink moderately, if greater value was present intentions to drink 
moderately would have been achieved. This is also supported by two other studies by 
Rundle-Thiele et al. (2015) and Dietrich et al. (2015), who evaluated a social 
marketing intervention targeting binge drinking in high school students, which 
included online games as well as additional elements in the intervention.  
However, whilst these studies provide evidence of the potential positive effect of 
games on achieving behaviour change in social marketing their research has failed to 
provide an explanation as to how the games achieved these outcomes. More 
specifically, these studies have failed to investigate what game attributes of a social 
marketing m-game influence a desired outcome. 
The gaming literature has provided a number of studies with models depicting how 
game attributes influence desired outcomes (Yee, 2006; Ryan et al., 2006). One such 
study is that of Yee (2006), whose model demonstrates how game attributes influence 
players’ enjoyment of games. A study by Ryan et al. (2006) also presents a model 
which demonstrates how game attributes influence a player’s motivation.  In further 
support, Garris et al.’s (2002) study presents a conceptual model depicting the key 
game attributes for instructional learning games. Although models in the gaming 
literature provide some insight as to how game attributes in a social marketing m-
game can influence a desired outcome they have yet to explain one key factor: how 
game attributes can influence two desired outcomes simultaneously. In the case of this 
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thesis there is yet to be research which investigates how game attributes can influence 
entertainment value and behaviour value simultaneously. Thus, while gaming 
research may provide insight as to how game attributes influence entertainment value 
and how these influence behaviour value there is yet to be research which does both. 
Therefore, the proposed model in this chapter seeks to address this gap with the third 
and final research question: What is the relationship between key game attributes and 
experiential value built in a social marketing m-game?  
5.3 Proposed Structural Model Overview  
Study One identified three categories of experiential value and two key categories of 
key game attributes. A review of the MOA literature has further identified that of the 
three experiential value categories entertainment value and behaviour value are likely 
to be the most significant predictors of desired outcomes, such as behaviour 
intentions, and therefore they are examined in Study Two. Further, a review of the 
social marketing literature in the application of games has demonstrated that research 
has yet to explain how game attributes influence outcomes such as entertainment 
value and behaviour value simultaneously. In synthesising these findings and 
discussions a proposed model is shown in Figure 5.1, which depicts the influence of 
game attributes on experiential value. Specifically it illustrates: the influence of 
disguise game attributes (character, challenge and feedback) on entertainment value 
(amusement and social value); the influence of disguise game attributes (character, 
challenge and feedback) on behaviour value (information, simulation and distraction); 
and performance game attributes (virtual training and behaviour monitoring) on 
behaviour value (information and simulation). The hypothesised relationships are 
summarised in Table 5.2 and are justified in the remainder of this chapter.  
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Figure 5.1: Proposed Model for Study Two  
 
 
 
*Note: Blue=H1a-H1c, Red=H2a-H2c, Black=H3a-H3b, Green=H4a-H4b, Yellow=H5 
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Table 5.2: Summary of Propositions and Hypotheses 
Propositions Hypotheses 
P1: Character will influence 
experiential value created by social 
marketing m-games 
H1a: Character will positively and significantly influence 
amusement value created by social marketing m-games 
H1b: Character will positively and significantly influence social 
value created by social marketing m-games 
H1c: Character will positively and significantly influence 
information value created by social marketing m-games 
P2: Challenge will influence 
experiential value created by social 
marketing m-games  
H2a: Challenge will positively and significantly influence 
amusement value created by social marketing m-games 
H2b: Challenge will positively and significantly influence 
simulation value created by social marketing m-games 
H2c: Challenge will positively and significantly influence 
distraction value created by social marketing m-games 
P3: Feedback will influence 
experiential value created by social 
marketing m-games 
H3a: Feedback will positively and significantly influence 
amusement value created by social marketing m-games 
H3b: Feedback will positively and significantly influence 
information value created by social marketing m-games 
P4: Virtual training will influence 
experiential value created by social 
marketing m-games 
H4a: Virtual training will positively and significantly influence 
information value created by social marketing m-games 
H4b: Virtual training will positively and significantly influence 
simulation value created by social marketing m-games 
P5: Behaviour monitoring will 
influence experiential value created 
by social marketing m-games 
H5: Behaviour monitoring will positively and significantly 
influence information value created by social marketing m-
games 
5.4 Character and Experiential Value  
The following sections hypothesise relationships between experiential value 
dimensions and character. First, the relationship between character and amusement 
value is hypothesised (H1a), this is followed by character and social value (H1b), and 
character and information value (H1c). 
5.4.1 Character and Amusement Value (H1a) 
The qualitative results of Study One hinted at the potential for characters within a 
social marketing m-game to influence amusement value, a key dimension of 
entertainment value. This is evidenced by the responses of participants who discussed 
their emotional attachment to the characters they played in the game, as well as the 
sense of enjoyment they had from controlling them. Experiential value research in 
role playing games such as World of Warcraft, which are focused upon character 
development, have found that games can create enjoyment (a key component of 
amusement value) (Verhagen et al., 2011). Similar results have been found in the 
gaming literature, with research by Yee (2006) finding that characters are a key 
predictor of enjoyment for players. 
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Self-Determination Theory lends support to the proposed relationship between 
character and amusement value. Ryan et al. (2006) used Self-Determination Theory to 
explain that motivation (remembering that amusement value is characterised as 
motivation in Study One) is a key driver of an individual’s actions with characters. In 
support, Chang and Lin (2014) found that in accordance with Self-Determination 
Theory players can use characters to build motivation to perform a task within the 
game. Therefore, as amusement value was categorised as entertainment value – a 
motivation-orientated benefit – this research hints at the potential for character to 
influence amusement value. Therefore, the following hypothesised relationship is 
investigated in Study Two: 
H2a: Character will significantly influence amusement value created by social 
marketing m-games. 
5.4.2 Character and Social Value (H1b) 
It is anticipated that the game attribute of character will also have a positive 
significant influence on social value. The influence of character upon social value is 
likely to be based upon the player being able to express their social identity through 
their character. Research in experiential value has demonstrated the ability for m-
services to create social value via social approval and enhancing an individual’s self-
concept (Pihlström and Brush, 2008, Andrews et al., 2007). Further, social value is 
proven to be relevant when studying m-services as the consumption of a service can 
reflect the consumer’s personality or the social status they want to “show off” to their 
peers (Sigala, 2006). This may be the case where the collection of characters or items 
for a character may be used as a way to reflect higher social status (Sweeney & 
Soutar, 2001). For example, in the case of Dumb Ways to Die the collection of 
characters is used as a way to express the player’s accomplishments in the game. 
In Self-Determination Theory the motivational factor of relatedness hints at the 
potential relationship between character and social value. Relatedness in Self-
Determination Theory examines how a person feels connected to others (Ryan et al., 
2006). When applied to the case of games, relatedness can be based upon camaraderie 
or competition (Przybylski et al., 2010). When examining relatedness through 
camaraderie it could be assumed that players may feel a sense of social connection 
with a character as they may reflect traits similar to themselves. For example, in 
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Study One a participant who played Quit for You Quit for Two discussed how they 
felt connected to their baby character as it resembled her potential future baby. 
Whereas, in regards to relatedness and competition players may use characters as a 
symbol of their accomplishments within a game. This was also hinted at in Study One, 
with players who used the Dumb Ways to Die game explaining that they would 
continue to play the game to collect characters as a way to show their 
accomplishments within the game. This view of relatedness/character and social value 
is shared by Janz (2005) who states that “the gamer wants to experience particular 
emotions…to intensify their mutual bonds” (p.232). Therefore, based upon the prior 
discussions the following relationship is hypothesised: 
H2b: Character will significantly influence social value created by social marketing 
m-games. 
5.4.3 Character and Information Value (H2c)  
In Study One participants discussed how characters were a key game attribute in them 
experimenting and discovering the benefits/costs of a behaviour. This was most 
evident in the responses of those who played either the Dumb Ways to Die or CityGT 
game. These players highlighted that their actions via a character within the game 
allowed them to learn about a behaviour. For example, one participant who played 
CityGT explained that by driving his car and choosing to answer the phone call during 
the game, which resulted in the car crashing, he was informed about the dangers of 
using a mobile phone whilst driving. 
From a gaming perspective scholars argue that characters provide an avenue to 
incorporate learning (Pan et al., 2006, Annetta et al., 2009). Merrick and Maher 
(2007) argue that characters in games can assist players to learn new behaviours or 
information about themselves. This is because characters allow for role-playing which 
can provide opportunities for learning (Dickey, 2007). In other words, a player can 
gain information about a behaviour by observing and experiencing it through a 
character (Paraskeva et al., 2010). Gee (2005) supports this notion, arguing that 
characters allow players to experience how to think, behave and solve problems. 
Therefore, the following is hypothesised:  
H2c: Character will significantly influence information value created by social 
marketing m-games. 
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5.5 Challenge and Experiential Value Dimensions 
The following sections hypothesise relationships between experiential value 
dimensions and challenge. First, the relationship between challenge and amusement is 
hypothesised (H2a), this is followed by challenge and simulation (H2b), and 
challenge and information value (H1c). 
5.5.1 Challenge and Amusement Value (H2a) 
In Study One the participants’ discussions indicated that challenges may influence 
amusement value created in a social marketing m-game. For challenges to influence 
amusement value participants pointed out that an optimal level of challenge is 
necessary, along with novel challenges where there is minimal repetition. In the 
experiential value literature experiences or tasks which are novel have been shown to 
create value for the consumer (Pihlström and Brush, 2008, Wang et al., 2013). When 
applied to the context of this thesis, challenges, which are novel, are likely to 
influence the amusement value created by a social marketing m-game. This 
assumption is supported by a study by Dong and Chen (2012) who found that 
consumers experience fun (amusement) when there is minimal task repetition.  
Self-Determination Theory in the gaming area also provides support for the proposed 
relationship between challenge and amusement. According to Self-Determination 
Theory challenges are required for motivation to be created in the player (Ryan and 
Deci, 2000). As amusement value is categorised in entertainment value, which is 
motivationally-orientated, this provides support that challenge can influence 
amusement value. In further support of the relationship between challenge and 
amusement value, research in gaming has identified that players feel amused if they 
are provided with challenges of increasing difficulty (Peng et al., 2012). Such findings 
are well supported in the literature, with a variety of studies in gaming agreeing that 
challenges are required for a gaming experience to be enjoyable (a key theme of 
amusement value) (Inal and Cagiltay, 2007, Sherry, 2004, Ghani and Deshpande, 
1994). This support of the influence challenges have on concepts related to 
amusement value is exemplified in the findings of Boyle et al. (2012), who reviewed 
55 papers on engagement in digital entertainment games and found that enjoyment (a 
key theme of amusement value) and challenge are together consistently rated the most 
 87 
important reason for playing games. Therefore, based upon the previous discussion 
the following relationship is hypothesised: 
 H2a: Challenge is significantly and positively associated with amusement value for 
social marketing m-games.  
 5.5.2 Challenge and Simulation Value (H2b)   
In Study One participants pointed out that higher levels of challenge would result in 
them becoming more engrossed in the game and feeling a part of the scenarios taking 
place within the game. For example, participants who played Dumb Ways to Die 
discussed that if an optimal level of challenge was achieved the more they would feel 
that they were “within” the simulated environment of the game.  
Marketing literature has investigated a similar relationship. In particular, research has 
investigated and proven the influence task difficulty has upon a consumer’s 
engagement (Scholer and Higgins, 2009). The gaming literature has also investigated 
similar relationships to challenge and distraction value. Hoffman and Nadelson (2010), 
for example, found that higher levels of challenge within a game influenced a player’s 
engagement with a simulated gaming environment. Other studies investigating serious 
games lend support, with findings indicating that virtual simulation and virtual reality 
can result in benefits for a player as long as an optimal level of challenge is achieved 
within a game (Zyda, 2005, Coller and Scott, 2009). Thus, on the basis of the prior 
discussion the following relationship is hypothesised: 
H2b: Challenge is significantly and positively associated with simulation value for 
social marketing m-games. 
5.5.3 Challenge and Distraction Value (H2c)  
The more demanding the challenge within a social marketing m-game, the more likely 
a player will be distracted, as their cognitive load is likely to be concentrated on the 
challenge of the game. In Study One participants discussed how the levels of 
challenge and complexity within social marketing m-games had an impact upon the 
game’s ability to hold their attention. This was particularly the case with the My Quit 
Buddy game, where participants who played this game discussed how a lack of 
challenge and repetitive tasks failed to peak their interest or potentially distract them 
from smoking. 
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In the experiential value literature previous studies have indicated that tasks (like 
challenges) can potentially influence the creation of outcomes such as distraction 
value. Research has found that technological services, including m-services and m-
games, allow consumers to perform tasks which create a distraction from the demands 
of day-to-day living (Mathwick et al., 2001, Okazaki, 2008, Turel et al., 2010). The 
ability for technological services to provide a distraction or “mental” escape for 
consumers was first proposed by Mathwick et al. (2001), who discovered the sub-
dimension of escapism in the context of Internet retail shopping. Using Mathwick et 
al.’s experiential value framework Okazaki (2008) found that m-games could also 
create a task/challenge, which could provide an escape (distraction) for players.  
Gaming literature also lends support to the relationship between challenges and 
distraction value, with research finding that the nature of games can assist players in 
forgetting daily worries (Turel et al., 2010). When applied to this research this may 
suggest that games which provide a challenge can assist players in being distracted 
from performing an undesired behaviour. Other gaming research has also hinted at the 
potential for challenges to create a distraction for players. Research in gaming has 
reported that games can provide pleasurable experiences which require a mastery of 
skills and competition (challenges), which then provides players with a distraction 
from the demands of day-to-day living (Royse et al., 2007). Public health research 
into gaming supports this, with research showing games to be a useful tool for 
distraction and behaviour modification therapy. A study by Patel et al. (2006) found 
that handheld game consoles, like the Game Boy, can provide a pleasurable task 
which provides distraction during the induction of anaesthesia. Similarly, research has 
shown games to be a valuable distraction from nausea experienced by cancer patients 
(Kato, 2010, Vasterling et al., 1993). Overall, it appears that games can create 
distracting experiences as they require players’ active cognitive processing to solve 
problems (challenges) (Dahlquist et al., 2002). Thus, based upon the findings in the 
value and gaming literature the following relationship is hypothesised: 
H2c: Challenge is significantly and positively associated with distraction value for 
social marketing m-games.  
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5.6 Feedback and Experiential Value Dimensions  
The following sections hypothesise relationships between the experiential value 
dimensions and feedback. First, the relationship between feedback and amusement 
value is hypothesised (H3a), followed by feedback and information value (H3b).  
5.6.1 Feedback and Amusement Value (H3a)  
From the results of Study One it appears that a potential relationship may exist 
between feedback within social marketing m-games and amusement value. For 
example, participants who played the CityGT game discussed how the limited 
feedback (points) they received in the game led to lower levels of amusement value, 
whereas the Dumb Ways to Die game participants pointed out that the feedback they 
received within the game in the form of points or loss of lives led to greater 
amusement value. 
In support of the findings of Study One and the relationship between feedback and 
amusement value, Ryan et al.’s (2006) study of Self-Determination Theory in games 
found that feedback increased players’ motivation levels. This is relevant to the 
proposed relationship between feedback and amusement value, as amusement value is 
categorised in entertainment value which is motivationally-orientated. The 
relationship between feedback and amusement value is further supported by 
Przybylski et al.’s (2010) study of Self-Determination Theory in games, who reported 
that performance feedback or rewards and achievements influence players’ motivation 
to play games.  
The gaming literature further hints at the potential for feedback to influence 
amusement value in social marketing m-games. Kiili (2005) and Inal and Caglitay 
(2007) found that clear goals and immediate feedback are needed in order to create an 
enjoyable gaming and learning experience. Further, a conceptual model for games 
proposed by Jegers (2007, 2009) includes feedback as one of eight important factors 
in building persuasive games that are enjoyable and facilitate flow. Yee (2006) points 
out that depending upon the nature of the reward players report higher levels of fun 
when feedback is present. As such, feedback appears to be a key factor influencing 
amusement in a game (King et al., 2010). Therefore, the following is hypothesised for 
testing in Study Two: 
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H3a: Feedback is significantly and positively associated with amusement for social 
marketing m-games.  
5.6.2 Feedback and Information Value (H3b) 
The results of Study One indicate that feedback also provides informational value to 
players. For example, participants who used the My Quit Buddy and Quit for You Quit 
for Two m-games discussed how the feedback provided within the game informed 
them of the benefits of not smoking, as well as the dangers of smoking, with 
information also provided to assist them in quitting. Grant, Clarke and Kyriazis’ 
(2007) study found that information value can be influenced by consumers’ 
satisfaction of being provided valuable feedback. Other studies have also found that 
activities that educate and provide instructions (or feedback) can help create 
information value (Smith & Colgate, 2007; Zainuddin et al. 2011).  
Support for the relationship between feedback and information value can also be 
found in the gaming literature. Killi (2005) proposed a conceptual model using the 
concept of flow for educational game design, which incorporates feedback to 
influence learning (information value). Fu, Su and Yu (2009) empirically found that 
game attributes such as feedback are useful in understanding educational game design 
and assist in players’ learning (gaining information value). Similarly, in m-game 
learning, Schwabe and Goth (2005) found that feedback was an important game 
attribute to facilitate the provision of information. Based upon these gaming findings 
it appears that there is support that feedback can influence information value in social 
marketing m-games. Therefore, the following is hypothesised: 
H3b: Feedback is significantly and positively associated with information value for 
social marketing m-games. 
5.7 Virtual Training and Experiential Value Dimensions 
The following sections hypothesise relationships between virtual training and 
experiential value. First, the relationship between virtual training and information 
value is hypothesised (H4a), followed by virtual training and simulation (H4b). 
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5.7.1 Virtual Training and Information Value (H4a)  
In Study One participants discussed and explained how virtual training scenarios 
within their games provided them with information on the benefits and costs of 
performing a behaviour. For example, in the CityGT game participants explained how 
the virtual training scenario of the phone ringing whilst driving in the game provided 
them with information on the benefits of ignoring the call (you continue to drive 
safely) or answering the call (the car crashes). This is similar to findings in serious 
games, where virtual training scenarios in games have been shown to assist players in 
learning new tasks or behaviours (Zyda, 2005, Coller and Scott, 2009). Other related 
research in technology has also hinted at the relationship between virtual training and 
information.  For instance, a study by Brooks et al. (2002) found that virtual training 
led to higher levels of learning. Thus, based upon the previous discussion the 
following hypothesis is investigated in Study Two:  
H4a: Virtual training will significantly and positively influence information value for 
social marketing m-games. 
5.7.2 Virtual Training and Simulation Value (H4b) 
In Study One participants discussed how virtual training scenarios within a game 
could provide a valuable simulated experience of a behaviour in the real world. 
Further, participants discussed how virtual training scenarios assisted them in 
practising the behaviour in the game, which in turn could assist them to act out the 
behaviour in the real world.   
In the literature virtual training has been found to be beneficial for allowing 
individuals to simulate real-life behaviour (Brooks et al., 2002). A study by Rose et 
al. (2002) in particular found that virtual training can assist in simulated and actual 
task performance. Further support for virtual training scenarios influencing value-
simulated experiences can be found in studies by De Visser et al. (2011) and 
Petrasova et al. (2010). Petrasova et al.’s study is of particular relevance to social 
marketing, demonstrating that virtual training can help women simulate breastfeeding 
behaviour. Thus, the findings previously discussed lend support to the following 
hypothesis: 
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H4b: Virtual training will significantly and positively influence simulation value for 
social marketing m-games. 
5.8 Behaviour Monitoring and Experiential Value 
Dimensions  
The results of Study One seem to indicate that the game attribute of behaviour 
monitoring provides useful facts and figures which increase users’ knowledge 
(information) of their behaviour and approaches of how to change it. For example, 
this may refer to the game recording (monitoring) actual behaviour inputted by the 
user (e.g. how many cigarettes smoked in one day) and as a result the user receives 
informational and motivational facts about their behaviour. 
In the physical activity, weight loss and dietary literature there have been a number of 
studies which have hinted at the potential for behaviour monitoring to influence 
information value in social marketing m-games. This has particularly been evident in 
the related technological area of mobile phone apps and websites where design 
features which assist users in monitoring their behaviour have been shown to provide 
useful information which assists them to change their behaviour (Krukowski et al., 
2008, Turner-McGrievy et al., 2013, Direito et al., 2014). Turner-McGrievy et al.’s 
(2013) study in particular provides strong evidence of this relationship between 
behaviour monitoring and information value, with their findings discovering that apps 
which helped users to self-monitor their behaviour led to greater levels of knowledge 
and behavioural intentions. In further support, Munson and Consolvo’s (2012) study 
found that goal setting and self-monitoring were important in helping users to 
understand their behaviour. Thus, based upon the prior discussion the following 
hypothesis is proposed: 
H5: Behaviour monitoring will significantly and positively influence information 
value for social marketing m-games.  
5.9 Conclusion 
This chapter has presented a proposed model with relationships between game 
attributes and experiential value based upon the results of Study One and additional 
literature. The next chapter, Chapter Six, presents the methodology of Study Two.  
 93 
Chapter Six: Research Method – Study Two  
6.0 Introduction   
The previous chapter presented the proposed model and the hypothesised 
relationships to be tested in Study Two. This chapter presents the research 
methodology. First, an overview of the research design of Study Two is provided. 
Second, justification is provided for employing an online survey for data collection. 
Third, reliability and validity is discussed. A discussion of the sampling approach 
then follows. The online survey design and measures are then discussed. A brief 
overview of the data analysis technique, SEM, is provided. Finally, a discussion of the 
post-hoc analysis techniques then follows.  
6.1 Research Design Study Two 
As outlined in Chapter Five, research investigating the relationship between game 
attributes and experiential value in social marketing m-games is currently non-
existent. Based upon the findings of Study One and related literature a proposed 
model depicting hypothesised relationships between game attributes and experiential 
value was presented. In order to investigate the proposed model and hypothesised 
relationships proposed in Chapter Five it is therefore appropriate to conduct 
quantitative research in order to both confirm the findings of Study One and test the 
proposed model. By testing the proposed model and hypothesised relationships the 
thesis addresses the third and final research question: What is the relationship 
between key game attributes and experiential value built in a social marketing m-
game? 
Study Two employed quantitative research methods using online surveys (a pre- and 
post-survey) and SEM to investigate RQ3. Online surveys and SEM were appropriate 
for Study Two as the objective was to identify the relationships between key game 
attributes and experiential value. It was then deemed appropriate to analyse the data 
collected from the online surveys using SEM as this data analysis technique allows 
for the simultaneous testing of hypothesised relationships between variables and 
deems the fit of the proposed model to the data.   
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6.2 Justification for Using Online Surveys  
A quantitative online survey (pre- and post-), allowing for the results of Study One to 
be confirmed, was considered the most appropriate method for collecting data in order 
to test the proposed model and hypothesised relationships between key game 
attributes and experiential value (Hair et al., 2003). Online surveys have many 
advantages, including the low cost of data collection, time efficiency in data 
collection, and the acquisition of large amounts of data (Wilson and Laskey, 2003, 
McDonald and Adam, 2003, Evans and Mathur, 2005). For Study Two the pre- and 
post-online surveys enabled the collection of quantitative data from a large sample, 
allowing for more generalisable findings, overcoming the limitations of the qualitative 
focus group method employed in Study One (Zikmund, 2011). In addition, the use of 
quantitative online surveys in Study Two after the use of qualitative methods in Study 
One aligns with the researcher’s ontological position: that research findings are 
imperfectly real and made apprehensible by the triangulation of findings through the 
use of both qualitative and quantitative methods (Healy and Perry, 2000). 
The major limitations of online surveys concern the risk of response and sampling 
errors. To address these, analysis techniques were used to determine these errors. 
Despite their limitations online surveys were the most suitable for this study, as they 
allowed for the triangulation and increased generalisability of results in Study One, as 
well as the ability to address RQ3.  
6.3 Reliability and Validity   
In the data collection process it is essential that the survey being employed is well 
constructed and the correct procedures of the study are enforced. When surveys are 
constructed with high levels of reliability and validity there is greater ease in 
interpreting the data (Hinkin, Tracey, & Enz, 1997). The main constructs being 
measured in Study Two are game attributes and experiential value. To overcome 
errors in the development of items for the constructs in Study Two items were drawn 
from previously developed and tested scales which demonstrated high levels of 
reliability and validity. The scale items employed for Study Two are discussed further 
in Section 6.6. 
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6.3.1 Reliability  
Reliability is the “extent to which a variable or set of variables is consistent in what it 
is intended to measure” (Hair, 2010, p. 2). Reliability is an important part of research 
as it ensures measurement errors resulting from random bias are avoided (Nunnally & 
Bernstein, 1994). There are three approaches to assessing reliability: test re-test, 
internal consistency, and alternative form (Mitchell, 1996). For Study Two the 
internal consistency approach was used to test for reliability. 
Internal consistency involves examining correlations between responses for each item 
(Hair, 2010). To assess internal consistency in this study item-to-total correlation and 
Cronbach’s alpha scores were examined. Item-to-total correlations measure the 
relationship between two items, and items with scores lower than .30 should be 
removed as they are deemed less reliable (Nunnally & Bernstein, 1994). Cronbach’s 
alpha scores are a useful measure for reliability and internal consistency as they allow 
for the assessment of an item’s ability to tap into a single underlying construct (Allen 
& Bennett, 2010). Cronbach’s alpha scores above .70 are acceptable in research and 
values of .95 and over are optimal for applied research (Cronbach, 1951; Hair, 2010). 
The reliability results of Study Two are discussed in Chapter Seven. 
6.3.2 Validity   
Validity refers to the extent to which a measurement scale represents the phenomena 
under study (Malhotra, 2008). Validity is an important in research as it determines the 
accuracy of the study’s constructs. When research findings are deemed highly valid, 
results of the study are deemed not to have occurred by chance or error but as they 
were intended to (Kline, 2005). Three types of validity are tested in Study Two: 
construct validity, discriminant validity and criterion validity. 
Construct validity is the degree to which a set of measureable items actually represent 
the theoretical construct they are designed to measure (Hair, 2006). In academic 
literature confirmatory factor analysis (CFA) is considered a valuable tool for 
evaluating construct validity (Kline, 2005). CFA is a technique which is often used in 
the advanced stages of research to test theoretical structures or hypothesised 
relationships (Tabachnick & Fidell, 2007). Due to the suitability and advantages of 
CFA the technique was employed in this research to determine construct validity. The 
results of the construct validity tests are presented in Chapter Seven. 
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Discriminant validity tests whether concepts or measurements that are supposed to be 
unrelated are actually in fact unrelated (Malhotra, 2006). For Study Two the AVE 
approach, which is the squared correlation scores, is used. In order to achieve 
discriminant validity the AVE score of a latent construct should be higher than that of 
the squared correlation coefficients. If this is achieved the latent construct is deemed 
to have discriminant validity (Nunnally & Bernstein, 1994). The results of the 
discriminant validity tests are presented in Chapter Seven.  
Criterion validity tests whether scale performs as expected to in relation to other 
variables selected as outcome variables (REF). To assess criterion validity in this 
study five multipl regression models were run with experiential value dimensions 
against behavioural intentions. These multiple regressions are presented in the post-
hoc analysis in Section 7.11. 
6.4 Sampling Strategy 
For Study Two purposeful sampling was used.  Like Study One, purposeful sampling 
was deemed appropriate for Study Two as it allowed for the selection of information-
rich respondents. As social marketing m-games are targeted towards young audiences 
participants were selected based upon the criteria of age (18–35 years) and 
smartphone ownership. A list of young adults who fulfilled the age and smartphone 
ownership criteria was acquired from the consumer panel My Opinions. My Opinions 
is an appropriate consumer panel to recruit participants as it has over 300,000 
panellists, which allows for timely and cost-effective responses. Further, their 
approaches allow for the inclusion and exclusion of panellists based upon 
demographic criteria such as age and smartphone ownership. 
6.4.1 Sample Unit  
Similar to Study One, the target population and sample unit of analysis was 
individuals aged 18–35 years who currently owned a smartphone. The sample unit 
was replicated from Study One to Study Two, as this allowed for the findings of 
Study One to be generalised in Study Two.  
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6.4.2 Sampling Approach  
Study Two used a non-probability sampling method. As a consumer panel was used 
to recruit participants people had a greater but unknown chance of being selected for 
participation. In order to minimise sampling bias the consumer panel consisted of 
members from all states and territories in Australia. 
6.4.3 Sample Size 
The appropriate sample size was inferred by the requirements for the data analysis 
technique of SEM. SEM requires large samples as it is sensitive to sample size. In the 
literature sample sizes for SEM are commonly between 200–400 for models with 10–
15 indicators (Christopher Westland, 2010). Study Two has 10 indicators, therefore a 
sample of 497 was deemed appropriate in order to test the structural model.   
6.5 Survey Procedure, Design and Measures 
The survey used for data collection in Study Two comprised three parts: a pre-survey, 
gameplay period and post-survey. The pre-survey was not a traditional pre-survey 
where measurement of dependent variables such as game attributes and experiential 
value are taken in order to compare changes at the post-survey stage. As the variables 
of game attributes and experiential value are based upon participants’ responses post 
exposure to a social marketing m-game it was not feasible to measure these variables 
in the pre-survey. Instead, the pre-test survey was used to collect demographic 
information about participants and allocate them an appropriate social marketing m-
game based upon their responses to behavioural questions (see Figure 6.1). The pre-
survey also provided directions as to how to download the social marketing m-games 
(the same games were used as in Study One) and directed participants to play the 
game for one week and return to fill out the post-survey. As such, participants were 
required to fill out the pre-survey, play the social marketing m-game for a week and 
then return to the website to fill out the post-survey.  
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Figure 6.1: Pre-test Allocation of Social Marketing M-games 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The gameplay part of the online survey had no questions; rather it required 
participants to play their allocated social marketing m-game at least once over a one-
week period and return to complete the post-survey. Prior to returning to complete the 
post-survey participants were emailed one day prior to remind them that the social 
marketing m-game that had been allocated in the pre-survey was required to be played 
at least once prior to responding.  
After playing their social marketing m-game for one week participants returned to fill 
out the post-survey. Prior to answering the post-survey participants were asked 
gameplay questions, which verified if participants had indeed played the game at least 
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once. They were asked questions with a screenshot of the game which related to 
actions that were required to be carried out within the game (see Figure 6.2 and 6.3). 
In order to progress, participants were required to answer one out of two gameplay 
questions correctly. If both gameplay questions were answered incorrectly 
participants were screened out as they were deemed to have not played the social 
marketing m-game at least once. Participants who answered one of the two gameplay 
questions correctly progressed to the next sections of the post-survey which measured 
game attributes and experiential value. 
Figure 6.2: My Quit Buddy Screening Question One 
Question 1: In this part of the game what do you have to do? 
 
Answer options: 
A. Swipe the fruit in their correct area (CORRECT proceed to next section of 
questions) 
B. Tap the fruit into their correct area (INCORRECT proceed to next game play 
screening question 
 
Figure 6.3: My Quit Buddy Screening Question Two 
Question Two: In this part of the game what do you have to do? 
 
Answer options: 
A. Tap the screen (INCORRECT participant screened out) 
B. Tap the fruit into their correct area (CORRECT proceed to next game play 
screening question 
6.6 Pre-Survey Design and Measures 
The pre-test survey included four sections: demographic characteristics, game 
allocation questions, stages of change and behaviour frequency questions, and 
gameplay directions. First, the pre-test survey asked participants questions about their 
demographic characteristics (such as age, sex and income). These questions were 
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asked in order to gain insight into the characteristics of the sample. Although the use 
of a consumer panel allowed for the specification of participants aged between 18–35 
years, gaining insight into other characteristics, such as average mobile game use and 
perceived smartphone and mobile gaming skills, provided additional insight into the 
make-up of participants.  The demographic questions of the pre-survey are outlined in 
Table 6.1. 
Table 6.1 Demographic Questions 
Question: Answer Options: 
How old are you? 
 
18–21 
22–25 
26–29 
30–33 
34–35 
What is your current employment status? Full-time 
Part-time 
Student 
Unemployed 
What type of smartphone do you use? Apple 
Android 
How skilful do you think you are with 
smartphones? 
  
 
Very skilful 
Skilful 
Average skill 
Little skill 
No skill 
On average how much do you play mobile 
games? Please note that mobile games 
include apps such as Candy Crush and 
Angry Birds. 
I don't play mobile games 
Less than an hour a day 
2–3 hours a day 
Over 3 hours a day 
How skilful do you think you are using 
mobile games? 
   
 
Very skilful 
Skilful 
Average skill 
Little skill 
No skill 
 
After completing the demographic characteristics section of the pre-survey 
participants were then asked behavioural questions to determine the most appropriate 
game for them to play. The social marketing m-games used in Study Two were 
identical to the games used in Study One. Based upon the social marketing m-games’ 
behavioural focus the following questions were asked: Have you been a smoker or 
currently are a smoker? Do you use a train for public transport? Do you currently 
drive a car for public transport? Participants’ responses to these questions then led to 
their allocated game. This was carried out to ensure that participants were allocated a 
game which was relevant to their real-world behaviour. For example, this ensured 
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smokers or past smokers were allocated a game based on smoking. Additionally, this 
ensured that non-smokers did not receive a game focused on smoking. 
Table 6.2: Game Selection Questions   
Gender Sequence of Questions Game Selected  
Male 1. Have you ever been a smoker or currently are a smoker? 
Response: YES 
My Quit Buddy 
Female 1. Have you ever been a smoker or currently are a smoker? 
Response: YES  
2. Do you have children or plan on having children in the future?  
Response: NO 
My Quit Buddy 
Female  1. Have you ever been a smoker or currently are a smoker? 
Response: YES  
2. Do you have children or plan on having children in the future?  
Response: YES 
Quit for You Quit 
for Two 
Male & 
Female 
1. Have you ever been a smoker or currently are a smoker? 
Response: NO   
2. Do you use a train for public transport? 
Response: YES 
Dumb Ways to Die 
Male & 
Female  
1. Have you ever been a smoker or currently are a smoker? 
Response: NO   
2. Do you use a train for public transport? 
Response: NO  
3. Do you currently drive a car for transport?  
Response: YES  
4. Do you own/use an Apple iPhone?* 
Response: YES** 
CityGT 
*This question was required as the CityGT game is only available on Apple iPhone platform 
**If the response was no participants were screened out of the study as there was no appropriate game 
for them 
 
The third section of the pre-survey sought to gain insight into the current behaviour of 
participants based upon their allocated game (see Table 6.3). For example, for those 
allocated the My Quit Buddy and Quit for You Two games questions were asked about 
the amount of cigarettes smoked per day. For the smoking-focused social marketing 
m-games the number of cigarette answer responses were based upon Wilson et al. 
(1999), who define light smokers as people who smoke less than 15 cigarettes a day, 
moderate smokers as smoking 15–24 cigarettes a day and heavy smokers as smoking 
over 25 cigarettes a day. The behaviour frequency questions with the responses of 
“rarely”, “sometimes”, “often” and “always” were adapted from Foscht et al. (2013) 
for the behaviours of train safety (Dumb Ways to Die) and mobile phone use whilst 
driving (CityGT). In addition into gaining insight into the current behaviour of 
participants stages of change questions were asked to determine what stage 
participants were currently in. Stages of change was only used as insight for 
participants current behaviour as the model is known for problems. For example, the 
stages of change of model has been critiqued due to the stages not being mutual 
exclusive and significant issues with validity when empirically measuring the model  
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 (Little and Girvin, 2002). The stages of change questions were adapted from Di 
Clemente and Hughes (1990).  
 
Table 6.3: Behaviour Frequency and Stages of Change Questions 
Game Question Answer Options 
My Quit 
Buddy & 
Quit for 
You Quit 
for Two 
Behaviour Frequency 
How much would you 
smoke in a day? 
1. 25 cigarettes or more a day  
2. 15–24 cigarettes a day  
3. Less than 15 cigarettes a day  
4. I currently don’t smoke  
Stages of Change  
From the following 
statements please select 
which statement best 
represents your 
readiness to change 
your behaviour  
1. As far as I'm concerned, I don't have any problem with smoking that needs 
changing 
2. I have a problem with smoking and I really think I should work on it 
3. I am doing something about my smoking that has been bothering me 
4. It worries me that I might slip back on my smoking, so I may need something 
that might help 
Dumb 
Ways to 
Die 
Behaviour Frequency  
How often are you 
dangerous around train 
stations (e.g. don't wait 
behind the yellow line, 
walk across train tracks 
without looking or 
waiting)? 
1. I am rarely dangerous around train stations 
2. I am sometimes dangerous around train stations 
3. I am often dangerous around train stations 
4. I am always dangerous around train stations 
 
Stages of Change  
From the following 
statements please select 
which statement best 
represents your 
readiness to change 
your behaviour  
1. As far as I'm concerned, I don't have any problems with mobile phone use 
whilst driving that needs changing 
2. I have a problem with using my mobile phone whilst driving and I really 
think I should work on it 
3. I am doing something about my mobile phone use whilst driving that has 
been bothering me 
4. It worries me that I might slip back on my mobile phone use whilst driving, 
so I may need something that might help 
CityGT Behaviour Frequency  
How often would you 
use your mobile phone 
whilst driving? 
I rarely use my mobile phone whilst driving 
I sometimes use my mobile phone whilst driving 
I often use my mobile phone whilst driving 
I always use my mobile phone whilst driving 
Stages of Change  
From the following 
statements please select 
which statement best 
represents your 
readiness to change 
your behaviour  
 
1. As far as I'm concerned, I don't have any problem with mobile phone use 
whilst driving that needs changing 
2. I have a problem with using my mobile phone whilst driving and I really 
think I should work on it 
3. I am doing something about my mobile phone use whilst driving that has 
been bothering me 
4.It worries me that I might slip back on my mobile phone use whilst driving, so 
I may need something that might help 
The final part of the pre-survey provided participants with instructions as to how to 
download their assigned game. These directions were made simple in order to reduce 
the potential of dropout. Further, the email contact details of the researcher were 
provided to participants if assistance was required in downloading their allocated 
social marketing m-game. The directions provided for each social marketing m-game 
are detailed in Table 6.4.  
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Table 6.4: Directions for Downloading Games 
Game Directions for Download 
My 
Quit 
Buddy 
In order to complete this survey we would like you to use the My Quit Buddy game app for one week (7 
days). We would like you to take particular focus in using the game within the app. Please indicate if you 
are willing to take part in the survey and use the My Quit Buddy game app.  
YES (proceed to next directions) 
NO (Thanked for time) 
1. Please take out your smartphone  
2. Open App Store (for Apple iPhone consumers) or Google Play Store (for Android consumers)      
3. Search for "My Quit Buddy"   
4. Select download   
5. Open My Quit Buddy  
6. Fill out introduction and profile information  
7. Tap "Distract Me" and go through activities till fruit sorter game begins    
Dumb 
Ways 
to Die 
In order to complete this survey, we would like you to use the Dumb Ways to Die game app for one week (7 
days). Please indicate if you are willing to take part in the survey and use the Dumb Ways to Die game app. 
YES (proceed to next directions) 
NO (Thanked for time) 
Directions for Downloading Dumb Ways to Die 
1. Please take out your smartphone 
2. Open App Store (iPhone Users) or Google Play Store (Android Users)  
3. Search for "Dumb Ways to Die" (first search result)  
4. Select Download  
CityGT In order to complete this survey, we would like you to use the CityGT game app for one week (7 days). 
Please indicate if you are willing to take part in the survey and use the CityGT game app.   
YES (proceed to next directions) 
NO (Thanked for time) 
Directions for Downloading to CityGT          
1. Please take out your Apple iPhone 
2. Open the App Store 
 3. Search CityGT (first search result) 
 4. Select download    
Quit 
for You 
Quit 
for Two 
In order to complete this survey, we would like you to use the Quit for You Quit for Two game app for one 
week (7 days). Please indicate if you are willing to take part in the survey and use the Quit for You Quit for 
Two game app. 
YES (proceed to next directions) 
NO (Thanked for time) 
Directions for Downloading Quit for You Quit for Two   
1. Please take out your smartphone  
2. Open App Store (for Apple iPhone users) or Google Play Store (for Android users)     
3. Search for "Quit for You Quit for Two" 
4. Select download (this app is free to all users) 
5. Open Quit for You Quit for Two 
6. Fill out introduction and profile information (this can be made up if you wish)       
Finally, once participants had indicated that they had downloaded their current social 
marketing m-game a thank you message was given. The details of the researcher were 
again provided in case participants experienced problems over the week. 
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Thank You 
This is the end of the pre-survey. Please now go ahead and play the game you just 
downloaded over the next week. You can use the game as little or as much as you 
want. Just ensure that you play the game at least once prior to completing the next 
survey. 
You will be contacted in a week’s time to fill out the remainder of the survey. If you 
have any problems please contact us at: rf.mulcahy@qut.edu.au 
6.7 Gameplay  
Prior to the post-survey, participants were emailed one day prior to them being invited 
to return and complete the survey. This was done in order to ensure that as many 
participants as possible had played their allocated social marketing m-game once.  
The email was worded as follows: 
Hi there, 
You were asked to play a game over the past week and this is just a friendly reminder 
that we will be contacting you shortly to complete another survey. This time the 
survey will be asking questions about the game you played. In order to complete these 
questions we need you to have played the game at least once. There will be some 
questions that will be based on gameplay and without playing the game you will not 
be able to progress.  
Thanks again for choosing to participate in this study. Your help is much appreciated 
and goes a long way in assisting me in completing my PhD.  
Regards, 
Rory Mulcahy 
6.8 Post-survey Design and Measures  
After a week had passed since participants had completed the pre-survey they were 
invited back to complete the post-survey. The post-survey consisted of five sections: 
gameplay screening questions, gameplay questions, game attribute questions, 
experiential value questions and behavioural intentions questions.  
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6.8.1 Gameplay Screening Questions 
As mentioned previously in the chapter, participants were asked gameplay screening 
questions in order to determine if they had played their allocated social marketing m-
game at least once over the week. These screening questions were “in this part of the 
game what do you have to do?” which was accompanied by a screenshot of the game 
and an action they were required to perform in the game. After participants had 
answered one of the two game play questions correctly they were then asked 
questions about their gameplay over the week.   
6.8.2 Gameplay Questions   
The purpose of the gameplay questions was to gather insight as to the amount of time 
participants played their allocated game. Research in social marketing and other 
related disciplines has yet to provide insight as to how long individuals use m-games. 
This is potentially important, as the length of exposure to a social marketing m-game 
may influence the user’s experience, the experiential value created and the user’s 
behavioural intentions. The gameplay questions for Study Two are shown in Table 
6.5.  
Table 6.5: Gameplay Questions 
Question Answer Options 
When did you last play the game? A. Less than a day ago 
B. 1–2 days ago 
C. 3–4 days ago 
D. More than 5 days ago 
In a gaming session, how long would you 
have played the game for on average? 
A. Less than 5 minutes 
B. Around 5 minutes  
C. Around 10 minutes  
D. Around 15 minutes 
E. Around 30 minutes  
F. Over 30 minutes 
Over the past week, how many times did you 
play the game? 
 
A. Once over the week  
B. 2–3 times over the week  
C. 4–5 times over the week  
D. More than 5 times over the week 
6.8.3 Game Attributes Questions 
This section of the post-survey sought to measure key game attributes identified in 
Study One. Specifically, participants were asked about the game attributes categorised 
as disguise (character, challenge and feedback) and performance (behaviour 
monitoring and virtual training). Game attributes were measured using a selection of 
scales for each game attribute. It should be acknowledged that the researcher sought 
 106 
to find a singular scale that measured the game attributes identified in Study One. 
However, despite a comprehensive review of the gaming literature one singular scale 
which included all game attributes and which was adaptable to the context of this 
research was not found. This can be credited to the narrow focus on a particular 
category of game (e.g. first-person shooter) or platform (e.g. console or PC) adopted 
by the gaming industry. Further adding to the difficulties of finding a game attribute 
scale was the lack of research using a game attribute scale for m-games. Thus, in 
order to overcome these difficulties in measuring game attributes a selection of game 
attribute scales from highly reliable and valid scales which could be adapted to the 
context of this research were selected.  
The first game attribute in the post-survey is character. Character was measured using 
a four-item scale developed by Hsu et al. (2009) (see Table 6.6.). Their scale was 
developed for Massively Multiplayer Online Role Playing Games (MMPORGs). With 
regards to reliability and validity of the scale, the original authors reported an 
adequate Cronbach’s alpha score of .75 and satisfactory factor loading scores of 
over .60.  In order for the scale to become usable for the social marketing m-games in 
Study Two, items were adapted so they referred to the relevant characters used in 
each game. For example, in the CityGT game character refers to the car player’s 
control.  Character was measured using a five-point likert scale with an additional 
option of “does not apply”. Participants were provided the “does not apply” option in 
order to give them the opportunity to indicate that they believed the question was not 
relevant to their social marketing m-game.  
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Table 6.6: Character Questions 
Original Items 
(Hsu et al., 2009) 
My Quit Buddy Quit for You 
Quit for Two 
Dumb Ways to 
Die 
CityGT 
1. I like my 
character very 
much and I often 
imagined that I 
was the character  
 
1. I like my 
character very much 
and I often imagined 
that I was the 
character 
1. I liked my 
baby character 
very much and 
often imagined 
that it could be 
my baby 
1. I liked the 
characters very 
much and I often 
imagined that I 
was the character  
1. I liked the car 
very much and I 
often imagined 
that I was driving 
the car 
2. I have spent 
much time and 
effort on my 
character 
 
2. I have spent much 
time and effort 
collecting characters 
2. I have spent 
much time and 
effort on my 
baby character 
2. I have spent 
much time and 
effort collecting 
characters 
2. I liked the car 
very much and I 
often imagined 
that I was driving 
the car 
3. I like to play the 
role of the game 
and to do 
something which I 
cannot achieve in 
my real life  
3. I like to play the 
role of the game and 
do something I 
cannot achieve in 
real life 
3. I liked to play 
the role of the 
baby in the 
game and do 
something I 
cannot achieve 
in real life 
3. I liked to play 
the role of the 
characters in the 
game and do 
something I 
cannot achieve in 
real life 
3. I liked to play 
the role of the 
driver in the 
game and do 
something I 
cannot achieve in 
real life 
4. I try to create 
new personas and 
styles into my 
characters 
4. I try to create a 
new personas and 
styles into my 
characters 
4. I tried to 
create new 
characteristics 
and styles into 
my baby 
characters 
4. I tried to create 
new 
characteristics 
and styles into 
my characters 
4. I tried to create 
new 
characteristics 
and styles into 
the car 
Answer Scale: Does Not Apply - Strongly Disagree - Disagree - Unsure - Agree - Strongly Agree 
Challenge was measured using Fu et al.’s (2009) 10-item scale. In their original study 
Fu et al.’s challenge scale demonstrated high levels of content validity, construction 
validity, criterion-related validity, convergent validity and divergent validity. Further, 
reliability of the scale was also confirmed. Only minor changes were made to the 
scale to ensure the items were relevant to all social marketing m-games, with one item 
being deleted as this feature was not relevant to any of the games (see Table 6.7). 
Further, unlike the character scale no additional changes were needed to be made in 
order for the scale to match each social marketing m-game. Also, participants were 
required to answer a five-point likert scale with 1 representing strongly disagree and 5 
strongly agree. A “does not apply” option was also provided. 
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Table 6.7 Challenge Questions 
Original Items Fu et al. (2009) Adapted Items 
1. I enjoy the game without feeling bored or 
anxious 
1. I enjoyed the game without feeling bored or 
anxious 
2. The challenge is adequate, neither too 
difficult nor too easy 
2. The challenge is adequate, neither too difficult nor 
too easy 
3. The game provides “hints” in text that help 
me overcome the challenges 
3. The game provides "hints" that help me overcome 
the challenges 
4. The game provides “online support” that 
helps me overcome the challenges 
4. N/A 
 
5. The game provides video or audio features 
that help me overcome the challenges 
5. The game provides video or audio features that help 
me overcome the challenges 
6. My skill gradually improves through the 
course of overcoming the challenges 
6. My skill gradually improved through the course of 
overcoming the challenges 
7. I am encouraged by the improvement of my 
skills 
7. I was encouraged by the improvement of my skills 
 
8. The difficulty of challenges increase as my 
skills improved 
8. The difficulty of the challenges increased as my 
skills improved 
9. The game provides new challenges with an 
appropriate pacing 
9. The game provides new challenges with an 
appropriate pacing 
10. The game provides different levels of 
challenges that tailor to different players 
10. The game provides different levels of challenges 
that tailor to different players 
*Item deleted as no online support existed in any of the social marketing m-games 
Feedback, like challenge, was measured using a five-item scale adapted from Fu et 
al.’s (2009) study. As per character and challenge game attributes, participants were 
required to answer a five-point likert scale with 1 representing strongly disagree and 5 
strongly agree, with a “does not apply” option also provided. Extensive testing was 
conducted in the original study, with the feedback scale reflecting acceptable levels of 
validity and reliability. One advantage of the feedback scale was its broad application 
to all games, meaning it did not require further changes or adaption in order for the 
scale to cater to each game (see Table 6.8). 
 
Table 6.8: Feedback Questions 
Original Items (Fu et al., 2009)  Adapted Items 
1. I receive feedback on my progress in the game  1. I received feedback on my progress in the game 
2. I receive immediate feedback on my actions 2. I received immediate feedback on my actions 
3. I am notified of new tasks immediately 3. I was notified of new tasks immediately 
4. I receive information on my success (or failure) 
of intermediate goals immediately  
4. I received information on my successes (or failures) of 
challenges immediately 
5. I receive information on my status, such as 
score or level 
5. I received information on my status in the game such as 
score or level 
Answer Scale: Does Not Apply - Strongly Disagree - Disagree - Unsure - Agree - Strongly Agree 
The scale selected to test virtual training in social marketing m-games is Lytle et al.’s 
(1998) service training scale, a scale yet to be applied in a gaming context. The Lytle 
et al. service training scale was chosen as a scan of the literature failed to find an 
adequate scale which represented the conceptualisation of virtual training in Study 
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One, which is to train players to behave a certain way (e.g. to be safe around train 
stations). This was not unexpected, as virtual training was an entirely new game 
attribute specific to social marketing m-games found in Study One.  
Lyttle et al.’s (1998) service training scale was appropriate to adapt for this study as 
the items examined three factors closely associated with the conceptualisation of 
virtual training as well as having a focus on social marketing activities, these were: 
(1) examining training’s impact on enhancing an individual’s ability to perform a 
behaviour (service), (2) examining simulated training scenarios, and (3) examining 
the impact of training sessions upon improving attitudes. In order to adapt the scale 
for Study Two minor changes were made to make the items specific to the virtual 
training of a behaviour (see Table 6.9). For example, “I received training that 
enhanced my ability to X [behaviour]”. As per the prior game attributes, virtual 
training items had a five-point likert scale with an additional answer option of “does 
not apply”. 
 
Table 6.9: Virtual Training Questions 
Original Items (Lee et al., 
2006b) 
My Quit Buddy Quit for You 
Quit for Two 
Dumb Ways 
to Die 
CityGT 
1.Every employee in our 
hotel receives personal skills 
training that enhances 
his/her ability to deliver high 
quality service   
1. I received 
training that 
enhanced my 
ability to stop 
smoking 
1. I received 
training that 
enhanced my 
ability to stop 
smoking 
1. I received 
training that 
enhanced my 
ability to be 
safe around 
trains 
1. I received 
training that 
enhanced my 
ability to stop 
using my phone 
whilst driving 
2.We spend much time and 
effort in simulated training 
activities that help us 
provide higher levels of 
service when actually  
encountering the customer  
 
2. The game 
spent time and 
effort in 
simulated 
smoking 
scenarios that 
helped me stop 
smoking 
2. The game 
spent time and 
effort in 
simulated 
smoking 
scenarios that 
helped me 
stop smoking 
2. The game 
spent time and 
effort in 
simulated train 
scenarios that 
helped me be 
safe around 
train stations  
2. The game spent 
time and effort in 
simulated driving 
scenarios that 
helped me stop 
using my phone 
whilst driving 
3.During training sessions, 
our hotel works through 
exercises to identify and 
improve attitudes toward 
customers 
3. During the 
game, players 
had to work 
through 
activities that 
improved 
attitudes 
towards quitting 
smoking 
3. During the 
game, players 
had to work 
through 
activities that 
improved 
attitudes 
towards 
quitting 
smoking 
3. During the 
game, players 
had to work 
through 
activities that 
improved 
attitudes 
towards train 
safety 
3. During the 
game, players had 
to work through 
activities that 
improved 
attitudes towards 
not using their 
phones whilst 
driving 
Answer Scale: Does Not Apply - Strongly Disagree - Disagree - Unsure - Agree - Strongly Agree 
For the game attribute of behaviour monitoring a scale which closely aligned with this 
game attribute could not be found in the gaming literature. A broader literature search 
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led to behaviour monitoring items being adapted from Venkatesh and Davis’s (2000) 
Technology Acceptance Model (TAM) scale, in particular the dimension of 
usefulness. The TAM and Venkatesh and Davis’s (2000) scale have been adapted and 
validated in similar contexts to social marketing m-games, including mobile services 
and mobile banking (Akturan and Tezcan, 2012). Further, in operationalising 
behaviour monitoring the researcher wanted to understand if behaviour monitoring 
was deemed to be a useful game attribute for assisting the player to change their 
behaviour (e.g. smoking less cigarettes). Further, in order for the items to be adapted 
for each social marketing m-game the behaviour which the game was focused upon 
was required to be placed into the question (see Table 6.10). For example, “Using the 
game improves my monitoring of my X [smoking, safety around trains or mobile 
phone use whilst driving]”. 
 
Table 6.10: Behaviour Monitoring Questions 
Original Items (Venkatesh 
and Davis, 2000) 
My Quit Buddy Quit for You 
Quit for Two 
Dumb Ways to 
Die 
CityGT 
1. Using the system improves 
my performance in my job 
 
1. Using the game 
improves my 
monitoring of my 
smoking 
 
1.Using the 
game 
improves my 
monitoring of 
my smoking 
 
1.Using the game 
improves my 
monitoring of my 
safety around 
trains 
 
1. Using the game 
improves my 
monitoring of my 
phone use whilst 
driving 
2. Using the system in my 
job improves my productivity 
 
2. Using the game 
enhances my 
monitoring of my 
smoking 
2. Using the 
game 
enhances my 
monitoring of 
my smoking 
2. Using the game 
enhances my 
monitoring of my 
train safety 
behaviour 
2. Using the game 
enhances my 
monitoring of my 
phone use whilst 
driving 
3. Using the system enhances 
my effectiveness in my job 
 
3. I find the game 
useful in 
monitoring my 
smoking 
3. I find the 
game useful in 
monitoring my 
smoking 
 3. I find the game 
useful in 
monitoring my 
train safety 
behaviour 
3. I find the game 
useful in 
monitoring my 
phone use whilst 
driving 
Answer Scale: Does Not Apply - Strongly Disagree - Disagree - Unsure - Agree - Strongly Agree 
6.8.4 Experiential Value Questions 
The experiential value questions of the post-survey measured the experiential value 
dimensions categorised as entertainment and behaviour, namely: amusement, social, 
information, simulation and distraction. After a review of the literature it was evident 
that a singular experiential measurement scale would not capture all the dimensions of 
experiential value identified in Study One. This is not surprising given that 
experiential value is contextually-based, and the value created differentiates based 
upon the product or service under investigation (Sánchez-Fernández and Iniesta-
Bonillo, 2007). Further, an additional three dimensions of experiential value, 
 111 
information, simulation and distraction found in Study One have not previously been 
identified in the literature. Thus, in order to measure experiential value dimensions a 
collection of scales tapping into individual dimensions was required.  
The first experiential value dimension to be measured in the post-survey was 
amusement. The questions selected to measure amusement came from Mathwick et 
al.’s (2001) two-item enjoyment scale, a scale which has been shown to be highly 
reliable, valid and adaptable to the context of m-games (Okazaki, 2008). The 
Mathwick et al. study investigated experiential value in an online shopping context 
and thus the items needed to be adapted for social marketing m-games, which can be 
seen in Table 6.11. Participants were asked to respond to the questions on a five-point 
likert scale with 1=strongly disagree, 2=disagree, 3=unsure, 4=agree and 5=strongly 
agree. 
Table 6.11: Amusement Value Questions 
Original Items (Mathwick et al., 2001) Adapted Items 
1. I enjoy shopping from XYZ’s Internet site for 
its own sake, not just for the items I may have 
purchased 
1. I enjoyed playing the game for its own 
sake, not just for assisting me in changing 
my behaviour 
 
2. I shop from XYZ’s Internet site for the pure 
enjoyment of it 
2. I play the game for the pure enjoyment 
of it 
Answer scale: Strongly Disagree - Disagree - Unsure - Agree - Strongly agree  
For the social value dimension, items were adapted from Pura’s (2005) four-item 
social value scale. Pura’s social value scale was originally adapted from Sweeney and 
Soutar’s (2001) social value scale and was successfully applied to the related social 
marketing m-game context of m-services (apps). In order for the social value items to 
be used in Study Two minor changes were made from “mobile app” to “this game” 
(see Table 6.12). Participants were asked to indicate their response to the social value 
items on a five-point likert scale as per the amusement value items. 
Table 6.12: Social Value Questions 
Original Items (Pura, 2005) Adapted Items 
1. Using mobile App helps me to feel accepted by 
others. 
1. Using this game helps me to feel accepted 
by others 
2. Using mobile App makes a good impression on 
other people. 
2. Using this game makes a good impression 
on other people 
3. Using mobile App gives me social approval. 3. Using the game gives me social approval 
 
4. Using mobile App improves the way I am 
perceived.   
4. Using the game improves the way I am 
perceived 
Answer scale: Strongly Disagree - Disagree - Unsure - Agree - Strongly agree  
 
 112 
Items for information value were adapted from Fu et al.’s (2009) EGame Flow scale, 
in particular their five-item knowledge improvement scale. Fu et al.’s knowledge 
improvement scale was appropriate to adapt for information value as their 
conceptualisation and operationalisation of the construct are closely matched in that 
they seek to understand the information provided to players. As per the previous scale 
items adapted from Fu et al., the knowledge improvement scale has previously been 
shown to be highly reliable and valid. Minor adaptions were made to the original 
items in order for the questions to be specific to the improvement of knowledge 
concerning the behaviour focused on by the social marketing m-game, as shown in 
Table 6.13.  
Table 6.13: Information Value Questions 
Original Items 
(Fu et al., 
2009) 
My Quit Buddy Quit for You 
Quit for Two 
Dumb Ways to 
Die 
CityGT 
1. The game 
increases my 
knowledge 
 
1. This game 
increased my 
knowledge about 
smoking 
 
1. This game 
increased my 
knowledge about 
smoking 
 
1. This game 
increased my 
knowledge about 
train safety 
 
1.This game 
increased my 
knowledge about 
using a phone whilst 
driving 
2. I catch the 
basic ideas of 
the knowledge 
taught 
 
2. I caught the 
basic ideas of the 
knowledge taught 
about smoking 
2. I caught the 
basic ideas of the 
knowledge taught 
about smoking 
2. I caught the 
basic ideas of the 
knowledge taught 
about train safety 
 
2. I caught the basic 
ideas of the 
knowledge taught 
about the dangers of 
using a phone whilst 
driving 
3. I try to apply 
the knowledge 
in the game 
3. I tried to apply 
the knowledge in 
the game 
3. I tried to apply 
the knowledge in 
the game 
3. I tried to apply 
the knowledge in 
the game 
3. I tried to apply the 
knowledge in the 
game 
4.  The game 
motivates the 
player to 
integrate the 
knowledge 
taught 
 
4. The game 
motivates the 
player to 
integrate the 
knowledge taught 
about smoking 
 
4. The game 
motivates the 
player to 
integrate the 
knowledge taught 
about smoking 
 
4. The game 
motivates the 
player to integrate 
the knowledge 
taught about train 
safety 
 
4. The game 
motivates the player 
to integrate the 
knowledge taught 
about the dangers of 
using a mobile phone 
whilst driving 
5. I want to 
know more 
about the 
knowledge 
taught  
 
5. I want to know 
more about the 
facts of smoking 
5. I want to know 
more about the 
facts of smoking 
5. I want to know 
more about the 
facts of train 
safety 
5. I want to know 
more about the facts 
of the dangers of 
using a mobile phone 
whilst driving 
Answer scale: Strongly Disagree - Disagree - Unsure - Agree - Strongly agree  
 
Finally, simulation value items were adapted from Ribbens’ (2013) perceived game 
realism scale. Like the scales and items adapted for information value, the items 
adapted for simulation value from Ribbens’ perceived game realism scale such as “by 
playing HL2 (Halo 2), I feel better prepared to handle certain life-like situations”, 
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closely aligned with the operationalisation of the construct. In particular, Ribbens’ 
scale, when adapted for social marketing m-games, represents how social marketing 
games present life-like experiences to the player which can assist them in handling a 
real-life situation and create simulation value (see Table 6.14). Further, Ribbens’ 
original scale was found to have acceptable levels of validity with factor loading 
scores over .60.  
 
Table 6.14: Simulation Value Questions 
Original Items 
(Ribbens, 2013)  
My Quit Buddy Quit for You Quit for 
Two 
Dumb Ways to 
Die 
CityGT 
1. The events in 
HL2* bear 
similarities with 
events in real life.  
1. The events in 
My Quit Buddy 
had similarities 
with events in real 
life 
1. The events in Quit 
for You Quit for Two 
had similarities with 
events in real life 
1. The events in 
Dumb Ways to 
Die had 
similarities with 
events in real life 
1. The events in 
CityGT had 
similarities with 
events in real life 
 
2. Characters in 
HL2* act like 
persons in real life.  
2. Characters in 
My Quit Buddy 
acted like people 
in real life 
 
2. Baby characters in 
Quit for You Quit for 
Two acted like babies 
in real life 
2. Characters in 
Dumb Ways to 
Die acted like 
people in real life 
 
2. Cars in CityGT 
acted like cars in real 
life 
 
3. In HL2*, aspects 
from reality are 
woven into the 
game.  
3. In My Quit 
Buddy, aspects 
from reality were 
woven into the 
game 
3. In Quit for You Quit 
for Two, aspects from 
reality were woven 
into the game 
3. In Dumb Ways 
to Die, aspects 
from reality were 
woven into the 
game 
3. In CityGT, aspects 
from reality were 
woven into the game 
 
4. The characters in 
HL2* bear 
similarities with 
people in real life.  
4. The characters 
in My Quit Buddy 
had similarities 
with people in real 
life 
4. The baby characters 
in Quit for You Quit 
for Two had 
similarities with 
people in real life 
4. The characters 
in Dumb Ways to 
Die had 
similarities with 
people in real life 
4. The cars in CityGT 
had similarities with 
cars in real life 
 
5. The locations in 
HL2* look similar 
to places in real life. 
5. The locations in 
My Quit Buddy 
looked similar to 
places in real life 
5. The locations in 
Quit for You Quit for 
Two looked similar to 
places in real life 
5. The locations 
in Dumb Ways to 
Die looked 
similar to places 
in real life 
5. The locations in 
CityGT looked 
similar to places in 
real life 
6. The developers 
of HL2* spent great 
care to make sure 
that they built a 
credible world.  
6. The developers 
of My Quit Buddy 
spent great care to 
make sure that 
they had built a 
credible world 
6. The developers of 
Quit for You Quit for 
Two spent great care 
to make sure that they 
had built a credible 
world 
6. The developers 
of Dumb Ways to 
Die spent great 
care to make sure 
that they had built 
a credible world 
6. The developers of 
CityGT spent great 
care to make sure that 
they had built a 
credible world 
Answer scale: Strongly Disagree - Disagree - Unsure - Agree - Strongly agree 
*HL2=Halo 2  
 
To measure distraction value a scale outside of the experiential value literature was 
required as this value dimension has not been identified previously in the literature. 
This led to the researcher looking into the psychology literature, where distractions 
have been used to keep an individual’s attention off negative thoughts (Reynolds and 
Wells, 1999). After a scan of the literature a six-item cognitive distraction scale by 
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Reynolds and Wells (1999) was selected for adaptation. Reynolds and Wells’ scale 
was deemed appropriate as the items closely matched the conceptualisation of 
distraction value; that is, the game is used to occupy an individual and keep their 
mind off an undesired behaviour. The cognitive distraction scale used by Reynolds 
and Wells was originally developed by Wells and Davies (1994) and was found to be 
highly reliable and valid. The original items were then adapted to reflect the 
conceptualisation of distraction value from Study One, as seen in Table 6.15. 
However, for the CityGT game distraction value questions were not asked. This was 
because after adapting the items to the behavioural focus of the game (not using a 
mobile phone whilst driving) the adapted question contradicted the desired behaviour 
of the game; that is, the questions asked “Rather than use my mobile phone whilst 
driving I occupied myself with the game”. Therefore, distraction questions were not 
asked for CityGT. 
 
Table 6.15: Distraction Value Questions 
Original Items 
(Reynolds and 
Wells, 1999) 
My Quit Buddy Quit for You Quit for 
Two 
Dumb Ways to Die  
 
CityGT 
1. I occupy 
myself with 
work instead  
1. Rather than smoke I 
occupied myself with 
the game 
1. Rather than smoke I 
occupied myself with 
the game 
 
1. Rather than be dangerous 
around trains I occupied 
myself with the game 
N/A 
2. I keep 
myself busy   
 
2. Rather than smoke I 
kept myself busy with 
the game 
2. Rather than smoke I 
kept myself busy with 
the game 
 
2. Rather than be dangerous 
around trains I kept myself 
busy with the game 
N/A 
3. I call to mind 
positive images 
instead  
3. Rather than smoke I 
played the game 
instead 
3. Rather than smoke I 
played the game instead 
3. Rather than be dangerous 
around trains I played the 
game instead 
N/A 
4. I focus on 
the thought  
 
4. I focused on the 
game rather than 
smoking 
4. I focused on the game 
rather than smoking 
4. I focused on the game 
rather than be dangerous 
around trains 
N/A 
5. I do 
something that 
I enjoy  
5. Rather than enjoying 
a cigarette I enjoyed 
playing the game 
5. Rather than enjoying 
a cigarette I enjoyed 
playing the game 
5. Rather than being 
dangerous around trains I 
enjoyed playing the game 
N/A 
6. I think about 
something else  
6. Rather than smoking 
I thought about the 
game 
6. Rather than smoking I 
thought about the game 
6. Rather than thinking 
about being dangerous 
around trains, I thought 
about the game 
N/A 
Answer scale: Strongly Disagree - Disagree - Unsure - Agree - Strongly agree  
6.9 Data Analysis: SEM  
SEM was the data analysis technique used to test the structural model of game 
attributes and experiential value in social marketing m-games proposed in Chapter 
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Five. SEM was deemed the most appropriate data analysis technique due to its 
advantages over other analysis techniques, in particular multiple regression. One of 
the main advantages of SEM is its ability to run a model’s multiple hypotheses 
instantaneously, giving the researcher greater insight as to the model’s accuracy in 
depicting the phenomenon (Byrne, 2013). This is particularly advantageous for this 
thesis as the model conceptualised and tested had multiple variables which functioned 
as both independent and dependent variables. Another advantage of SEM is its 
analysis of the measurement model (Byrne, 2013); that is, testing and assessing the 
proposed structure and measurement of a concept. For example, in the proposed 
model of this thesis experiential value in Study Two is proposed to have two factors 
(entertainment and behaviour), which can be tested and validated through CFA. 
Testing the measurement structure/model was particularly advantageous for this thesis, 
as this research used pre-existing conceptualisations of game attributes and 
experiential value and enriched them by adding additional factors for social marketing 
m-games. Thus, it could be concluded from the results of the measurement model 
whether or not the proposed factor structure was a true representation of the concept 
in the context of social marketing m-games.  
6.9.1 Analysis Process in AMOS 
In order to conduct SEM and its two-step process in this thesis the data analysis 
program AMOS was used. This required another eight-step process to be followed in 
order for both the measurement model and the path model to be tested (e.g. the 
AMOS procedure is conducted twice). The eight-step process for SEM in AMOS is 
outlined in Table 6.16.  
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Table 6.16: Eight-Step Procedure for SEM in AMOS 
STEP 1 Conceptualise Model 
Conceptualise Model: In this stage the model is conceptualised with the strong theory about a 
set of variables, including how they relate to each other (Chapter Five).  
STEP 2 Construct Path Diagram 
This is the formulisation of the researcher’s educated opinion of the relationship between a set 
of variables and how the variables can best be measured (Chapter Five). 
STEP 3 Specific Model 
In this stage the model if specified with a description of what parameters are to be estimated. 
This is achieved through drawing the path diagram in AMOS. 
STEP 4 Model Identification 
This stage checks whether the parameters to be estimated can be estimated.  
STEP 5 Parameter Estimation 
In this stage the researcher calculates the parameter estimates and determines whether there is 
a sufficient enough sample in order to analyse the model. 
STEP 6 Assess Model Fit 
Assess Model Fit: A model is assessed as a good fit if the difference between the sample 
variances and covariances and the implied variances and covariances from the parameter 
estimates is small. A number of fit statistics are proposed in order to determine model fit, the 
ones used in this thesis are: CFI, GFI, AGFI, CMIN and RSMEA (Chapter Seven). 
STEP 7 Model Identification 
If the model is judged to be a poor fit it is possible to make modifications to the model to 
improve the fit. The program AMOS provides the researcher with suggestions as to how to 
improve the model. However, these suggestions should only be carried out if the proposed 
changes are theoretically sound (Chapter Seven). 
STEP 8 Model Cross-Validation 
Model Cross-Validation: Finally, model cross-validation involves fitting the model to a new 
sample of data. This stage was not carried out in this thesis as only one sample was acquired. 
However, it is suggested (in Chapter 8) that future research should attempt to replicate the 
model in another sample. 
 
6.10 Post-Hoc Analysis: Multiple Regression & T-tests 
Post hoc tests were carried out on the experiential value dimensions and the outcome 
variable of behavioural intentions. This was analysed using multiple regression, 
which was used to test the linear relationships between experiential value and 
behavioural intentions (the items used for behavioural intentions can be seen in Table 
6.17). Five regression models were analysed with the first including the full sample 
and the remaining four being run per game. This was done in order to investigate the 
differences between the experiential value and behavioural intention relationships per 
game. 
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Table 6.17: Behavioural Intention Items for Post-Hoc Analysis 
Behavioural Intentions Original Items 
(Zainuddin, et al. (2013) 
Adapted Item for this Study 
I would highly recommend breast screening 
to other women 
I would highly recommend X* to others 
I have said positive things about breast 
screening to my family and friends 
I have said positive things about X* to my 
family and friends 
I intend to continue having breast screens I intend to continue X* 
I have no desire to stop breast screening I have no desire to stop X* 
I intend to follow any medical advice given 
to me about breast screening 
I intend to follow any advice given to me 
about X* 
*Note: Replace X with behaviour of game 
Following on from the findings of Study One which qualitatively found that there 
needed to be a balance between entertainment and behaviour value, post-hoc tests 
were conducted to investigate the ‘balancing act’ of the value dimensions.  This 
involved comparing the mean scores two categories of value; entertainment and 
behaviour (this involved summating the value dimensions to create a category level 
score).  T-tests were used as the appropriate mean comparison test. A significant 
difference between the means indicates non-balance and a non-significant difference 
indicates balance.  
6.11 Ethical Considerations   
Ethical clearance was pursued and obtained from the Queensland University of 
Technology’s Human Research Ethics committee prior to commencing data collection 
for Study Two: Ethics approval number: 1500000008. As the data were collected via 
an online survey written consent could not be obtained. Participants were informed 
that by completing and submitting the pre-survey and post-survey that this would 
indicate their consent to participate in the research (see Appendix Three). Further, as 
per the procedures of the consumer panel, MyOpinions, there was no identifiable 
information (e.g. names) kept with participants’ responses, ensuring anonymity for all 
participants. However, participants were also informed that once pre- and post-
surveys were submitted they would be unable to withdraw their data due to the data 
being unidentifiable.  
6.12 Conclusion  
This chapter has presented the methodology for Study Two, which addresses RQ3. 
Firstly, an overview of the study was provided. This was followed by a justification 
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for the use of online surveys. Following this there was a discussion of the reliability 
and validity approaches undertaken in Study Two. This was then followed by an in-
depth discussion of the pre- and post-online survey. SEM, the data analysis technique 
employed in Study Two, was then discussed. The next chapter, Chapter Seven, 
presents the results of Study Two.
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Chapter Seven: Results of Study Two 
7.0 Introduction 
The purpose of Study Two is to quantitatively test the proposed model presented 
previously in Chapter Five. Consequently, this will address the third and final 
research question: What is the relationship between key game attributes and 
experiential value built in a social marketing m-game? This chapter reports the results 
of Study Two, including: response rate, sample characteristics, data screening, data 
preparation, reliability and validity tests, measurement model assessment, structural 
model assessment and post-hoc analysis results. 
7.1 Survey Response Rate 
For the pre-survey 9,990 people were invited from the consumer panel, My Opinions 
with 3,461 people responding to the invitation, a response rate of 34.64%. From the 
3,461 people who responded to the invitation 2,775 declined to play a social 
marketing m-game for a week or were screened out because they were characterised 
as non-smokers, non-drivers of cars or non-users of trains for public transport. This 
response is consistent with research literature, which posits that online surveys which 
take longer than 13 minutes have a lower response rate (Fan and Yan, 2010). 
Therefore, given that the pre-survey and post-survey took approximately 15 minutes 
each, and participants were required to play a social marketing m-game for at least 
once over a one-week period, it can be determined that the low response rate is due to 
the duration of the study. 
A total of 686 participants accepted to play a social marketing m-game for a week and 
complete the post-survey (see Figure 7.1). Of these, 632 actually returned to the post-
survey. At this point, 53 participants were screened out for failing to answer one out 
of two gameplay test questions correctly. The inclusion of gameplay test questions 
ensured that participants had indeed played the game, which was a requirement of the 
study. Participants who failed to answer at least one of the two gameplay test 
questions correctly were deemed to have not played the game and therefore were 
screened out. A further 82 participants were deleted owing to duplication of survey 
responses or the answering of an incorrect survey (e.g. Dumb Ways to Die participant 
selecting and answering a My Quit Buddy survey). Further details of the screening 
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processes are discussed in Section 7.3. Overall, a total sample of 497 participants was 
achieved, comprising 140 Dumb Ways to Die players (28.2%), 136 CityGT players 
(27.4%), 113 My Quit Buddy players (22.7%) and 108 Quit for You Quit For Two 
players (21.7%). 
Figure 7.1: Response Rate and Screening Process of Study Two 
 
 
 
 
 
 
 
 
 
 
 
 
 
7.2 Sample Characteristics 
The survey respondents were asked a series of demographic questions including: age, 
gender, employment status and their current stage of change. The sample profile is 
presented in Table 7.1. The majority of the sample was made up of respondents aged 
30–33 years (33.4%) and there was a slight skew towards females (59.0%). Further, 
most were employed full-time (53.3%) and identified themselves as currently being in 
the pre-contemplation stage of change (63.4%). 
 
 
Pre-Survey 
Play Game for 1 Week 
Post-Survey 
3,461 
contacted 
2,775 declined or were 
screened out 
686 Accepted 
632 
returned 
53 failed gameplay 
questions 
82 deleted due to duplications or 
incorrect survey 
497 complete 
surveys 
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Table 7.1: Demographic Characteristics of Study Two Sample 
Characteristic  Response Frequency Percent 
Age  1. 18–21 
2. 22–25 
3. 26–29 
4. 30–33 
5. 34–35 
1. 65  
2. 79 
3. 124 
4. 166 
5. 63 
1.  13.1% 
2. 15.9%  
3.  24.9% 
4. 33.4% 
5. 12.7% 
Gender 1. Male 
2. Female 
1. 204 
2. 293 
1. 41.0% 
2. 59.0% 
Employment Status  1. Full-time  
2. Part-time  
3. Student 
4. Unemployed 
1. 265 
2. 92 
3. 84 
4. 56 
1. 53.3%  
2. 18.5%  
3. 16.9%  
4. 11.3% 
Stage of Change 1. Pre-contemplation 
2. Contemplation 
3. Action 
4. Maintenance 
1. 315 
2. 89 
3. 51 
4. 42 
1. 63.4% 
2. 17.9%  
3. 10.3% 
4. 8.5% 
Respondents were additionally asked questions regarding their smartphone ownership 
and skill, as well as their mobile gaming history (results are detailed in Table 7.2). A 
large proportion (61.6%) of respondents indicated that they own an Apple iPhone (no 
specification was given as to which version), with the remainder of the sample 
(38.4%) indicating they use an android smartphone. Interestingly, 37.8% of the 
sample indicated they believe they are skilful with using smartphones and 25.2% 
believe they are very skilful. Finally, the majority of the respondents (51.5%) 
indicated that they play mobile games for less than an hour a day. 
Table 7.2: Smartphone and Prior Gaming Characteristics 
Characteristic  Response Frequency Precent 
Type of Smartphone 
Owned/Used 
1. Apple  
2. Android 
1. 306  
2. 191 
1. 61.6% 
2. 38.4% 
Skill with 
Smartphones 
1. Very Skilful  
2. Skilful  
3. Average Skill  
4. Little Skill  
5. No Skill  
1. 125 
2. 188 
3. 154  
4. 24 
5. 6 
1. 25.2%  
2. 37.8%  
3. 31.0%  
4. 4.8% 
5. 1.2% 
Average play of 
mobile games 
1. I don’t play mobile games  
2. Less than an hour a day  
3. 2–3 hours a day  
4. Over 3 hours a day 
1. 58 
2. 256 
3. 145  
4. 38 
1. 11.7%  
2. 51.5%  
3. 29.2%  
4. 7.6% 
In the post-survey respondents were asked questions regarding their gameplay for this 
study, including the last time they had played the game prior to answering the survey, 
how long they typically played the game in a gaming session and the number of times 
they played the game over the week (results are detailed in Table 7.3). These 
gameplay questions were asked as currently there is a lack of research indicating the 
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amount of times users play social marketing m-games and how long they play them 
for. It should be noted that participants were required to play the game to participate 
in this research, therefore these responses may not be indicative of natural gameplay.  
In regards to the last time respondents played their social marketing m-game before 
answering the post-survey the majority indicated it was 1–2 two days prior (35.6%) or 
less than a day ago (27.2%). The majority indicated they played the games in sessions 
for “around” 5 minutes (36.7%) or less (26.2%). Finally, over the week that 
participants were instructed to play the game 47.9% played their game 2–3 times, 
while 21.5% played their game once. 
Table 7.3: Gameplay Statistics  
Characteristic Response Frequency Percentage 
Last time 
game was 
played 
1. Less than a day ago  
2. 1–2 days ago  
3. 3–4 days ago 
4. More than 5 days ago 
1. 135   
2. 177  
3. 117 
4. 68 
1. 27.2%  
2. 35.6%  
3. 23.5%  
4. 13.7% 
Gaming 
Session 
Length 
1. Less than 5 minutes  
2. Around 5 minutes  
3. Around 10 minutes  
4. Around 15 minutes  
5. Around 30 minutes  
6. Over 30 minutes  
1. 130 
2. 183  
3. 110  
4. 50 
5. 15  
6. 9 
1. 26.2% 
2. 36.8%  
3. 22.1%  
4. 10.1%  
5. 3.0% 
6. 1.8% 
Number of 
Times Played 
1. Once over the week  
2. 2–3 times over the week  
3. 4–5 times over the week  
4. More than 5 times over the 
week 
1. 107 
2. 238  
3. 93 
4. 59 
1. 21.5%  
2. 47.9%  
3. 18.7%  
4. 11.9% 
7.4 Data Screening 
Prior to data analysis the data were cleaned. First, as previously mentioned, in order 
for participants to proceed to complete the post-survey two gameplay screening 
questions were asked and participants were required to answer at least one of the two 
questions correctly in order to progress. From the participants that returned to fill out 
the post-survey 53 participants failed to answer at least one of the two screening 
questions correctly. Therefore, they were screened out from the post-survey as they 
were deemed to have not played the game at least once after being directed to do so.  
Second, participants’ unique identification numbers (IDs) were matched along with 
their allocated game score for the pre- and post-survey. At the beginning of the post-
survey participants could potentially answer an incorrect survey by selecting the 
wrong social marketing m-game they were asked to play for the week (see Figure 7.2). 
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For example, participants directed to play My Quit Buddy were given a score of 1, 
Dumb Ways to Die players a score of 2, CityGT players a score of 3 and Quit for You 
Quit for Two players a score of 4. A mismatch found in the game allocated scores for 
the pre- and post-survey indicated that the respondent had answered the incorrect 
survey, and thus they were deleted from the data set (see Table 7.4 for example).  
Figure 7.2: Post-Survey Game Selection Question 
 
Interestingly, when examined more closely, it appeared that the two smoking games, 
My Quit Buddy and Quit for You Quit for Two, had a higher number of participants 
who answered the incorrect post-survey (see Table 7.5). Upon further inspection of 
the data and participants’ unique IDs, duplicate responses from the same participant 
were found. In this case, participants’ second responses were deleted, and the first 
response was kept as responses to each question were an exact duplicate. The data 
were then prepared for analysis. 
Table 7.4: Data Screening of Correct and Incorrect Game Responses 
Example 
Game 
Correct/Incorrect 
Survey Completion 
Pre-Survey 
Game Score  
Post-Survey 
Game Score 
Result 
My Quit 
Buddy 
Correct 1 1 (My Quit 
Buddy) 
Participants’ 
responses 
kept 
My Quit 
Buddy 
Incorrect 1 2 (Dumb Ways 
to Die), 3 
(CityGT) or 4 
(Quit for You 
Quit for Two) 
Participants’ 
responses 
deleted 
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Table 7.5: Incorrect Survey Completion by Game 
Game Number of Incorrect 
Surveys 
Percentage of Total 
incorrect surveys 
My Quit Buddy 22 34.92% 
Dumb Ways to Die  11 17.46% 
CityGT 9 14.28% 
Quit for You Quit for Two 21 33.33% 
7.5 Data preparation 
Missing data were explored in preparation for data analysis. As the pre- and post-
survey questions were made mandatory there were no missing data. However, 
participants were able to answer “Does not apply” for the game attribute questions. 
These data were treated as user-defined missing data; that is, a response is given but a 
score should not be allocated to this response. In the case of this study’s data set, 
when participants responded with “Does not apply”, this response was treated as 
missing data and given no score.  
Another data preparation step was the separation of the original data set into two 
separate data sets: one data set with no-user-defined missing data and one data set 
with user-defined missing data. This was carried out as having a data set with no-user-
defined missing data enabled for modification indices (directions to improve model 
fit) in AMOS, whereas the data set with user-defined missing data would not allow 
SEM to be conducted in AMOS with modification indices. The benefit of carrying out 
this preparation step was that this enabled the measurement and structural model to be 
run in both data sets.  
7.6 Descriptive Statistics  
The descriptive statistics for the constructs of this study, including the means, 
standard deviations, Cronbach alpha’s and correlations, are shown in Table 7.6. A 
further breakdown of the means and standard deviations by game is provided in Table 
7.7. The results show that Dumb Ways to Die had on average the highest scores for 
character (mean=2.66), challenge (mean=3.68), amusement value (mean=3.95) and 
simulation value (mean=3.20). Whereas, My Quit Buddy had the highest means for 
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feedback (3.73), virtual training (3.27), behaviour monitoring (3.39), social value 
(2.78), information value (mean=3.29) and distraction value (mean=3.15). 
Table 7.6: Descriptive Statistics for Full Sample 
 M SD 1. 2. 3. 4. 5. 6. 7. 8. 9. 10. 
1. Character 2.52 1.02 (.84)          
2. Challenge 3.37 0.82 .64** (.91)         
3. Feedback 3.44 0.79 .48** .61** (.86)        
4. Virtual Training 3.08 1.04 .62** .64** .49** (.88)       
5. Behaviour Monitoring 3.00 1.15 .57** .59** .39** .71** (.96)       
6.Amusement 3.31 1.15 .49** .71** .42** .46** .44**  (.88)     
7. Social 2.36 1.04 .69** .52** .35** .56** .59** .46** (.96)    
8.Information 3.12 0.96 .65** .59** .41** .75** .76** .47** .61** (.89)    
9. Simulation 3.02 0.99 .59** .58** .41** .67** .59** .44** .59** .69*** (.93)   
10. Distraction 2.05 1.56 .46** .49** .31** .31** .37** .41** .43** .29** .27** (.99) 
 
Table 7.7: Means and Standard Deviations by Game 
 Full Sample My Quit 
Buddy 
Dumb Ways to 
Die 
CityGT Quit for You 
Quit for Two 
Variable Mean SD Mean SD Mean SD Mean SD Mean SD 
Character 2.69 1.02 N/A N/A 2.66 .85 2.46 .95 2.39 1.03 
Challenge 3.37 0.82 3.62 .65 3.68 .60 2.92 .92 3.33 .71 
Feedback 3.44 0.79 3.73 .79 3.60 .71 3.21 .85 3.23 .68 
Virtual Training 3.08 1.04 3.27 1.20 3.17 .91 3.20 1.04 2.80 .99 
Behaviour Monitoring 3.00 1.15 3.39 1.18 2.96 1.08 2.86 1.15 2.81 1.12 
Amusement 3.31 1.15 3.24 1.17 3.95 .83 2.74 1.15 3.26 1.08 
Social 2.36 1.04 2.78 1.29 2.34 .81 2.10 .97 2.25 .98 
Information 3.12 0.96 3.29 1.1 3.12 .82 3.20 .88 2.82 1.03 
Simulation 3.02 0.99 3.03 1.13 3.20 .87 3.07 .92 2.68 1.12 
Distraction 2.05 1.56 3.15 1.22 2.65 1.05 N/A N/A 2.69 1.59 
*Bold Indicates the highest mean of the four games 
7.7 Construct Reliability   
Reliability tests were carried out using Cronbach’s alpha scores and item-to-total 
correlations as per Hair (2010). The results indicate that all items used for game 
attributes (see Table 7.8) and experiential value dimensions (see Table 7.9) were 
reliable, with item-to-total scores exceeding .30 and Cronbach’s alpha scores over .70. 
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Table 7.8: Construct Reliability Preferred Game Attributes 
Character (Hsu et al., 2009) 
Items Item-to-total 
Correlation 
I like my character very much and I often imagined that I was the character  .70 
I have spent much time and effort on my character .61 
I like to play the role of the game and to do something which I cannot achieve in my real life .67 
I try to create new personas and styles into my characters .75 
Cronbach’s Alpha .84 
Challenge (Fu et al., 2009) 
Items Item-to-total 
Correlation 
I enjoyed the game without feeling bored or anxious .69 
The challenge is adequate, neither too difficult nor too easy .62 
The game provides "hints" that help me overcome the challenges  .65 
The game provides video or audio features that help me overcome the challenges .65 
My skill gradually improved through the course of overcoming the challenges .65 
I was encouraged by the improvement of my skills .75 
The difficulty of the challenges increased as my skills improved .73 
The game provides new challenges with an appropriate pacing .80 
The game provides different levels of challenges that tailor to different players .74 
Cronbach’s Alpha .91 
Feedback (Fu et al., 2009) 
Items Item-to-total 
Correlation 
I received feedback on my progress in the game .72 
I received immediate feedback on my actions  .71 
I was notified of new tasks immediately .65 
I received information on my successes (or failures) of challenges immediately .71 
I received information on my status in the game such as score or level .65 
Cronbach’s Alpha .86 
Behaviour Monitoring  (Venkatesh and Davis, 2000) 
Items Item-to-total 
Correlation 
Using the game improves my monitoring of X* .92 
Using the game enhances my monitoring of X* .92 
I find the game useful in monitoring X* .90 
Cronbach’s Alpha .96 
Virtual Training (Lee et al., 2006) 
Items Item-to-total 
Correlation 
I received training that enhanced my ability to X* .76 
The game spent time and effort in simulated X* scenarios that helped me X* .81 
During the game, players had to work through activities that improved attitudes towards X* .72 
Cronbach’s Alpha .88 
X* replace with desired behaviour 
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Table 7.9: Construct Reliability of Experiential Value  
Amusement Value (Mathwick et al. 2001) 
Items Item-to-
total 
Correlation 
I enjoyed playing the game for its own sake, not just for assisting me in changing my behaviour .79 
I play the game for the pure enjoyment of it .79 
Cronbach’s Alpha .88 
Social Value (Pura, 2005) 
Items Item-to-
total 
Correlation 
Using this game helps me to feel accepted by others .88 
Using this game makes a good impression on other people .89 
Using the game gives me social approval .93 
Using the game improves the way I am perceived .92 
Cronbach’s Alpha .96 
Simulation Value (Ribbens ,2013) 
Items Item-to-
total 
Correlation 
The events in X* had similarities with events in real life .79 
Characters in X* acted like people in real life .80 
The characters in X* had similarities with people in real life .82 
The characters in X* had similarities with people in real life .84 
The locations in X* looked similar to places in real life .81 
The developers of X* spent great care to make sure that they had built a credible world .77 
Cronbach’s Alpha .93 
Distraction Value (Reynolds and Wells, 1999) 
Items Item-to-
total 
Correlation 
Rather than X** I occupied myself with the game .96 
Rather than X** I kept myself busy with the game .97 
Rather than X** I played the game instead .97 
I focused on the game rather than X** .97 
Rather than enjoying X** I enjoyed playing the game .97 
Rather than X** I thought about the game .94 
Cronbach’s Alpha .99 
Information Value (Fu et al., 2009) 
Items Item-to-
total 
Correlation 
This game increased my knowledge about X** .76 
I caught the basic ideas of the knowledge taught about X** .72 
I tried to apply the knowledge in the game .78 
The game motivates the player to integrate the knowledge taught about X** .78 
I want to know more about the facts of X** .65 
Cronbach’s Alpha .89 
Note: X* replace with game name, X** replace with desired behaviour 
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7.8 Construct Validity  
Construct validity was conducted on the items of all game attributes and experiential  
value dimensions in SPSS 21 using factor analysis with direct oblimin rotation as per 
SEM requirements (Bryne, 2013). To assess the construct validity of items, items 
were required to exceed the .60 factor loading threshold as detailed by Nunnally and 
Bernstein (1994). Results demonstrate that all scales and their items had high 
construct validity with factor loadings well exceeding the recommended .60 threshold 
(for game attributes see Table 7.10 and for experiential value dimensions see Table 
7.11). 
Table 7.10: Factor Analysis of Game Attributes 
Character  (Hsu et al., 2009) 
Items Factor Loading 
I like my character very much and I often imagined that I was the character  .86 
I have spent much time and effort on my character .81 
I like to play the role of the game and to do something which I cannot achieve in my real life .86 
I try to create new personas and styles into my characters .89 
Variance Explained 73.20% 
Challenge (Fu et al., 2009) 
Items Factor Loading 
I enjoyed the game without feeling bored or anxious .76 
The challenge is adequate, neither too difficult nor too easy .69 
The game provides "hints" that help me overcome the challenges  .72 
The game provides video or audio features that help me overcome the challenges .73 
My skill gradually improved through the course of overcoming the challenges .72 
I was encouraged by the improvement of my skills .82 
The difficulty of the challenges increased as my skills improved .80 
The game provides new challenges with an appropriate pacing .86 
The game provides different levels of challenges that tailor to different players .81 
Variance Explained 59.30% 
Feedback (Fu et al., 2009) 
Items Factor Loading 
I received feedback on my progress in the game .83 
I received immediate feedback on my actions  .82 
I was notified of new tasks immediately .77 
I received information on my successes (or failures) of challenges immediately .83 
I received information on my status in the game such as score or level .78 
Variance Explained 64.98% 
Behaviour Monitoring   (Venkatesh and Davis, 2000) 
Items Factor Loading 
Using the game improves my monitoring of X* .96 
Using the game enhances my monitoring of X* .97 
I find the game useful in monitoring X* .96 
Variance Explained 92.50% 
Virtual Training (Lee et al., 2006) 
Items Factor Loading 
I received training that enhanced my ability to X* .89 
The game spent time and effort in simulated Xscenarios that helped me X* .92 
During the game, players had to work through activities that improved attitudes towards X* .87 
Variance Explained 80.10% 
Note: X* replace with game name 
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Table 7.11: Factor Analysis of Value Dimensions 
Amusement Value (Mathwick et al., 2001) 
Items Factor 
Loading 
I enjoyed playing the game for its own sake, not just for assisting me in changing my behaviour .95 
I play the game for the pure enjoyment of it .95 
Variance Explained 89.60% 
Social Value (Pura, 2005) 
Items Factor 
Loading 
Using this game helps me to feel accepted by others .93 
Using this game makes a good impression on other people .94 
Using the game gives me social approval .96 
Using the game improves the way I am perceived .95 
Variance Explained 89.56% 
Simulation Value (Ribbens, 2013) 
Items Factor 
Loading 
The events in X* had similarities with events in real life .85 
Characters in X* acted like people in real life .86 
The characters in X* had similarities with people in real life .88 
The characters in X* had similarities with people in real life .90 
The locations in X* looked similar to places in real life .87 
The developers of X* spent great care to make sure that they had built a credible world .84 
Variance Explained 75.02% 
Distraction Value  (Reynolds and Wells, 1999) 
Items Factor 
Loading 
Rather than X** I occupied myself with the game .97 
Rather than X** I kept myself busy with the game .98 
Rather than X** I played the game instead .98 
I focused on the game rather than X** .98 
Rather than enjoying X** I enjoyed playing the game .97 
Rather than X** I thought about the game .96 
Variance Explained 94.74% 
Information Value (Fu et al., 2009) 
Items Factor 
Loading 
This game increased my knowledge about X** .85 
I caught the basic ideas of the knowledge taught about X** .83 
I tried to apply the knowledge in the game .87 
The game motivates the player to integrate the knowledge taught about X** .87 
I want to know more about the facts of X** .77 
Variance Explained 70.23% 
Note: X* replace with game name, X** replace with desired behaviour 
7.9 Measurement Model Validation 
In order for SEM to be carried out the measurement model had to be tested and 
proven to be an adequate to good fit to the data (Byrne, 2001). In order to validate the 
measurement model and its fit to the data confirmatory factor analysis (CFA) was 
conducted on all items and their intended latent construct using AMOS. Items had to 
meet and/or exceed the minimum factor loading threshold of .60 as recommended by 
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Nunnally and Bernstein (1994). Further, the measurement model of the latent 
construct had to meet the required fit indices as shown in Table 7.12. Three fit indices 
were used to assess model fit, CMIN/DF, RMSEA and CFI.  As this study uses a 
large sample size, if the threshold for the CMIN/DF was breached models were not 
deemed to be a poor fit. This is because CMIN/DF is recognised to be highly sensitive 
to sample size (Bryne, 2013). 
Table 7.12. Fit Indices for SEM 
Fit CMIN/DF RMSEA CFI 
Scores ≤  2*  
 
<.08 good fit  
.10-.08 moderate fit 
>.90 good fit  
Source  Bryne (2001) 
 
(MacCallum et al., 
1996)  
Hair et al. (2010) 
 
7.9.1 Game Attribute Measurement Model Validation 
The initial measurement model for character has a moderate fit to the data with results 
of 5.19 (CMIN/DF), .09 (RMSEA) and CFI (.98). Further, modification indices 
indicated that the measurement model for character could not be improved, therefore 
the model was deemed appropriate to use in the structural model (see Table 7.13). 
Finally, all items exceeded the recommended factor-loading threshold of .60. 
Table 7.13: Measurement Model Results for Character 
Item Initial Factor Loading 
I like my character very much and I often imagined that I was 
the character  
.78 
I have spent much time and effort on my character .71 
I like to play the role of the game and to do something which I cannot 
achieve in my real life 
.80 
I try to create new personas and styles into my characters .87 
Fit Indices 
Model CMIN/DF RMSEA CFI 
Final 5.29 .09 .98 
The validation of the measurement model for challenge initially reported a poor fit to 
the data (see Table 7.14). Amendments were then made to the measurement model as 
per the directions of the modification indices, these led to error terms being correlated 
between “The game provides "hints" that help me overcome the challenges” and  “the game provides 
video or audio features that help me overcome the challenges” as well as between “My skill gradually 
improved through the course of overcoming the challenges” and  “I was encouraged by the 
improvement of my skills”. After these amendments the results indicated a low factor 
loading of .58 for challenge item 2. Subsequently, challenge item 2, “The challenge is 
adequate, neither too difficult nor too easy”, was deleted from the measurement 
model and the model was rerun. The measurement model for challenge improved to 
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become a good fit to the data with a fit indices scores of 4.37 (CMIN/DF), .08 
(RMSEA) and .97 (CFI).  
Table 7.14: Measurement Model Results for Challenge 
Item Initial Factor 
Loading 
Final Factor Loading 
 
I enjoyed the game without feeling bored or 
anxious 
.71 .69 
The challenge is adequate, neither too difficult nor 
too easy 
.62 Deleted Low factor 
loading (.58) 
The game provides "hints" that help me overcome 
the challenges  
.66 .63 
The game provides video or audio features that 
help me overcome the challenges 
.67 .64 
My skill gradually improved through the course of 
overcoming the challenges 
.66 .62 
I was encouraged by the improvement of my skills .77 .74 
The difficulty of the challenges increased as my 
skills improved 
.80 .82 
The game provides new challenges with an 
appropriate pacing 
.85 .88 
The game provides different levels of challenges 
that tailor to different players 
.80 .81 
Fit Indices 
Model CMIN/DF RMSEA CFI 
Initial 10.50 .13 .89 
Final 4.37 .08 .97 
*Italics indicates deleted item 
 
The initial measurement model for feedback indicated a poor fit to the data, in 
particular the RMSEA score of .15 well exceeded the recommended threshold .10. 
Modifications to the feedback measurement model were then made, which led to 
feedback item 5, “I received information on my status in the game such as score or 
level”, being deleted due to a low factor loading score of .56. The measurement model 
then became a moderate fit to the data, with scores of 3.52 (CMIN/DF), .07 (RMSEA) 
and .99 (CFI) (see Table 7.15). 
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Table 7.15: Measurement Model Results for Feedback 
Item Initial Factor Loading Final Factor Loading 
I received feedback on my progress in 
the game 
.78 .79 
I received immediate feedback on my 
actions  
.78 .83 
I was notified of new tasks immediately .71 .71 
I received information on my successes 
(or failures) of challenges immediately 
.77 .72 
I received information on my status in 
the game such as score or level 
.69 Deleted low factor 
loading (.56) 
Fit Indices 
Model CMIN/DF RMSEA CFI 
Final  12.52 .15 .94 
Initial 3.52 .07 .99 
Virtual training and behaviour monitoring were first run with separate measurement 
models in AMOS. However, AMOS was unable to run the models due to a lack of 
item variables running onto the latent construct. To overcome this problem virtual 
training and behaviour monitoring were run together as a second-order factor analysis 
(see Table 7.16). This was deemed appropriate, as in Study One virtual training and 
behaviour monitoring were conceptualised to be categorised together as performance. 
After virtual training and behaviour monitoring were analysed together as a second-
order factor analysis a good measurement fit was achieved with scores of 2.10 
(CMIN/DF), .05 (RMSEA) and .99 (CFI). Further, all factor loadings for virtual 
training and behaviour monitoring exceeded the recommended threshold of .60. 
Table 7.16: Virtual Training and Behaviour Monitoring Measurement Model 
Item Factor Loading 
I received training that enhanced my ability to X .84 
The game spent time and effort in simulated smoking scenarios that 
helped me X 
.90 
During the game, players had to work through activities that improved 
attitudes towards X 
.76 
Using the game improves my monitoring of X .95 
Using the game enhances my monitoring of X .95 
I find the game useful in monitoring X .93 
Fit Indices 
Model CMIN/DF RMSEA CFI 
Final 2.10 .05 .99 
Note: X replace with desired behaviour 
7.9.2 Experiential Value Measurement Model Validation 
The measurement model for amusement value was first run separately in AMOS. 
However, as amusement value only had two item variables running onto the latent 
construct AMOS would not allow for the measurement model to be run. To overcome 
 133 
this problem a second-order factor analysis with social value was conducted. This was 
acceptable because, based upon the results of Study One, amusement value and social 
value were conceptualised and categorised together as entertainment value. The initial 
second-order factor analysis of amusement value indicated a moderated fit to the data 
(see Table 7.17), with results of 3.36 (CMIN/DF), .06 (RMSEA) and .99 (CFI). 
Modifications to the measurement model were made and this resulted in a good fit to 
the data with results of 1.58 (CMIN/DF), .03 (RMSEA) and .99 (CFI).  
 
Table 7.17: Amusement and Social Value Measurement Model 
Item Initial Factor 
Loading 
Final Factor Loading 
I enjoyed playing the game for its own sake, not just for 
assisting me in changing my behaviour 
.84 .82 
I play the game for the pure enjoyment of it .94 .96 
Using this game helps me to feel accepted by 
others 
.90 .90 
Using this game makes a good impression on other 
people 
.91 .91 
Using the game gives me social approval .96 .96 
Using the game improves the way I am perceived .94 .94 
Fit Indices 
Model CMIN/DF RMSEA CFI 
Initial 3.36 .06 .99 
Final 1.58 .03 .99 
 
The initial measurement model for information value produced a poor fit model (see 
Table 7.18). Modifications to the measurement model were then made by correlating 
the following error terms for items: 1) “This game increased my knowledge about X” 
to “I caught the basic ideas of the knowledge taught about X”, 2) “This game 
increased my knowledge about X” to “I want to know more about the facts of X”; and  
3) “I tried to apply the knowledge in the game” to “I want to know more about the 
facts of X”. This then resulted in a good fit to the data with scores of 2.71 
(CMIN/DF), .05 (RMSEA) and .99 (CFI). Further, all items for information were 
found to exceed the factor loading threshold of .60. 
 
 
 
 
 
 
Table 7.18: Information Value Measurement Model Results 
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Item Initial Factor Loading Final Factor Loading 
This game increased my 
knowledge about X 
.80 .75 
I caught the basic ideas of the 
knowledge taught about X 
.79 .77 
I tried to apply the knowledge in 
the game 
.84 .84 
The game motivates the player to 
integrate the knowledge taught 
about X 
.85 .87 
I want to know more about the 
facts of X 
.69 .65 
Fit Indices 
Model CMIN/DF RMSEA CFI 
Initial 9.00 .12 .97 
Final 2.71 .05 .99 
Note: X replace with desired behaviour 
The initial measurement model for simulation produced a moderate fit model (see 
Table 7.19). Modifications to the simulation value measurement model were made 
correlating error terms between “The characters in X had similarities with people in 
real life” and “the locations in X looked similar to places in real life” and “the 
locations in X looked similar to places in real life” and “the developers of X spent 
great care to make sure that they had built a credible world”. This then improved the 
fit of the model to a good fit, with fit indices exceeding their thresholds with results of 
1.65 (CMIN/DF), RMSEA (.03) and .99 (CFI). 
Table 7.19: Simulation Value Measurement Model Results 
Item Initial Factor 
Loading 
Final Factor Loading 
The events in X  had similarities with 
events in real life 
.82 .83 
Characters in X  acted like people in real 
life 
.83 .84 
The characters in X  had similarities with 
people in real life 
.85 .86 
The characters in X  had similarities with 
people in real life 
.88 .87 
The locations in X  looked similar to 
places in real life 
.84 .81 
The developers of X spent great care to 
make sure that they had built a credible 
world 
.80 .78 
Fit Indices 
Model CMIN/DF RMSEA CFI 
Initial 4.05 .079 .98 
Final 1.65 .036 .99 
Note: X replace with game name 
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The initial measurement model for distraction value produced a poor fit model and 
thus modifications were required in order to improve the model fit. After the 
modifications to the measurement model were made the fit of the model improved. 
This was done by correlating the following items: 1) “rather than X I occupied myself 
with the game” to “rather than X I kept myself busy with the game”. 2) “rather than X 
I kept myself busy with the game” to “I focused on the game rather than X”,  3) “I 
focused on the game rather than X” to “rather than enjoying X I enjoyed playing the 
game”, 4) “rather than enjoying X I enjoyed playing the game” to “rather than X I 
thought about the game” achieving fit indices scores of 5.12 (CMIN/DF), .09 
(RMSEA) and .99 (CFI). Further, all items exceeded the factor loading threshold 
of .60 (see Table 7.20). 
Table 7.20: Distraction Value Measurement Model Results 
Item Initial Factor 
Loading 
Final Factor Loading 
Rather than X I occupied myself with the 
game 
.97 .97 
Rather than X I kept myself busy with the 
game 
.98 .97 
Rather than X I played the game instead .98 .99 
I focused on the game rather than X .97 .97 
Rather than enjoying X I enjoyed playing the 
game 
.96 .95 
Rather than X I thought about the game .94 .92 
Fit Indices 
Model CMIN/DF RMSEA CFI 
Initial 25.95 .224 .965 
Final 5.12 .091 .997 
Note: X replace with desired behaviour 
7.9.3 Discriminant Validity   
Discriminant validity for the constructs in Study Two was diagnosed by using the 
approach of comparing AVE to the shared variance method. This approach was 
carried out by comparing the AVE score, which is equal to the squared factor loading 
scores of each item of the construct, to the squared correlation coefficients (Fornell & 
Larcker, 1981). If the AVE score is larger than all the correlation coefficients it can be 
determined that the construct has discriminant validity. The results of the discriminant 
validity tests demonstrated that all constructs had higher AVE scores than squared 
correlation coefficients (see Table 7.21), thus they have discriminant validity.  
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Table 7.21: Discriminant Validity Results 
Construct AVE  CH CL FD VT BM AM SL IN SM DS 
CH .63 N/A          
CL .54 C=.64   
C2=.41 
         
FD .58 C=.48  
C2=.23 
C=.61 
C2=.37 
        
VT .70 C=.62  
C2=.38 
C=.64 
C2=.41 
C=.49 
C2=.24 
       
BM .89 C=.57  
C2=.33 
C=.59 
C2=.35 
C=.39 
C2=.15 
C=.71 
C2=.50 
      
AM .80 C=.49 
C2=.24 
C=.71  
C2=.27 
C=.42 
C2=.1 
C=.46  
C2=.21 
C=.44 
C2=.19 
     
SL .86 C=.70  
C2=.49 
C=.52 
C2=.27 
C=.35 
C2=.13 
C=.56 
C2=.31 
C=.59 
C2=.35 
C=.46  
C2=.21 
    
IN .84 C=.65  
C2=.43 
C=.59 
C2=.35 
C=.41 
C2=.17 
C=.75 
C2=.56 
C=.76 
C2=.58 
C=.47  
C2=.22 
C=.61 
C2=.37 
   
SM .57 C=.59 
C2=.35 
C=.58 
C2=.34 
C=.41 
C2=.17 
C=.67 
C2=.45 
C=.59 
C2=.35 
C=.44 
C2=.19 
C=.59 
C2=.34 
C=.69 
C2=.48 
  
DS .93 C=.46  
C2=.21 
C=.49 
C2=.24 
C=.39 
C2=.10 
C=.31 
C2=.10 
C=37  
C2=.13 
C=.41 
C2=.16 
C=.43 
C2=.18 
C=.30 
C2=.09 
C=.27  
C2=.07 
 
*CH=Character, CL=Challenge, FD=Feedback, VT=Virtual Training, BM= Behaviour Monitoring, 
AM=Amusement, SL=Social, IN=Information, SM=Simulation, DS=Distraction  
**C=original correlation score, C2=Correlation squared score. 
 
7.10 Structural Model and Hypothesis Testing  
The structural model previously proposed in Figure 5.1 produced a good fit to the data 
with fit indices results of 2.89 (CMIN/DF), .06 (RMSEA) and .92 (CFI). While the 
CMIN/DF exceeds the recommended threshold of 2, this result does not reflect a poor 
or moderate fit of the data as this fit statistic is likely to be due to the large sample 
size of the study (n=497) (Schumacker & Lomax, 2004; Bagozzi, 1981; Byrne, 2001). 
Thus, given that the RMSEA score of .06 and CFI score of .92 both meet and exceed 
their recommended thresholds for good fit the full structural model is deemed to be a 
good fit to the data (see Table 7.22).  
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Table 7.22: Full Structural Model Results 
Model CMIN/DF 
score 
CMIN/DF 
Cut off 
RMSEA 
Score 
 
RMSEA 
Cut off 
CFI 
Score  
CFI 
Cut 
off 
Full 
Structural 
Model 
 
2.89 ≤ 2 .06 <.08 
good fit  
 
.92 >.90 
good 
fit 
The output of the structural model revealed that eight of eleven hypothesised 
relationships between game attributes and experiential value dimensions were 
supported by the data based upon the significant relationship thresholds of t-value ≥ 
1.96 and p < .05 (Bryne, 2001) (see Table 7.23 and Figure 7.3). The output of the 
structural model revealed that the two relationships hypothesised with feedback 
(Feedback to Amusement and Feedback to Information) and one with character was 
non-significant. However, all other hypothesised relationships were found to be 
significant.  
Table 7.23: Hypothesis Testing Results 
Hypothesis B β S.E C.R 
(t) 
p. Supported/Rejected 
H1a: Character to 
Amusement  
.086 .076 .070 1.22 .219 Rejected 
H1b: Character to Social .773 .746 .055 14.132 .001 Supported 
H1c: Character to Information .235 .263 .038 6.135 .001 Supported 
H2a: Challenge to Amusement .931 .742 .095 9.813 .001 Supported 
H2b: Challenge to Simulation .303 .299 .041 7.364 .001 Supported 
H2c: Challenge to Distraction  .958 .515 .084 11.343 .001 Supported 
H3a: Feedback to Amusement -.031 -.019 .088 -.355 .723 Rejected 
H3b: Feedback to 
Information 
-.024 -.019 .054 -.450 .653 Rejected 
H4a: Virtual Training to 
Information 
.546 .549 .065 8.387 .001 Supported 
H4b: Virtual Training to 
Simulation 
.634 .629 .050 12.752 .001 Supported 
H5: Behaviour Monitoring to 
Information 
.252 .334 .045 5.651 .001 Supported 
*Bold and italics symbolises hypothesised relationships not supported 
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Figure 7.3: Hypotheses Testing 
 
Note: dashed lines indicate non-significant relationships 
As predicted in Chapter Five, the results support the disguise game attribute 
hypotheses of character and social value (H1b), character and information (H1c), 
challenge and amusement value (H2a) and challenge and distraction value (H2b). 
Thus, this indicates that indeed disguise game attributes could influence dimensions 
of experiential value categorised as entertainment value or behaviour value. The 
results also lend support to the performance game attributes of virtual training and 
behaviour monitoring influencing dimensions of experiential value categorised as 
behaviour (H4a, H4b and H5).  
Character 
Challenge 
Feedback 
Virtual 
Training 
Behaviour 
Monitoring 
Amusement 
Social 
Information 
Simulation 
Distraction 
H1a: ns 
H1b: β=.75, p<.001 
H1c: β=.26, p<.001 
H2a: β=.74, p<.001 
H2b: β=.29, p<.001 
H2b: β=.51, p<.001 
H4a: β=.54, p<.001 
H4b: β=.62, p<.001 
H5: β=.33, p<.001 
H3a: ns 
H3b: ns 
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Interestingly, the relationships between character and amusement value (H1a), 
feedback and amusement value (H3a) and feedback and information (H3b) were not 
supported by the results even though there are significant correlations between the 
variables as shown previously in Table 7.6.  It is well noted in the literature that 
significant correlations does not always lead to significant causation (Bullock, Harlow 
& Mulaik, 1994). 
7.11 Post Hoc Tests 
Post hoc tests were conducted on the data to analyse the relationships between value 
dimensions and the outcome variable behavioral intentions for the purpose of criterion 
validity and to further investigate any “balance” of value. This was undertaken using 
multiple regressions and t-tests.  
Multiple Regression Analysis 
The first multiple regression model was run with the full sample (n=497) (see Table 
7.24). It was found that all dimensions had a significant influence on behavioural 
intentions, expect for distraction. Subsequent regression models were then run on 
each game which showed different relationships between the value dimensions and 
behavioural intentions however there was a least one significant relationship in every 
game.  This confirms that the experiential value scales used demonstrate acceptable 
levels of criterion validity (Tull and Hawkins, 1993). 
The multiple regression analysis was then conducted on each game with the results 
demonstrating that the value dimensions had differential influences on behavioural 
intentions (see Tables 7.25 to 7.28). For example, for the smoking games (My Quit 
Buddy and Quit for You Quit for Two) distraction value had a significant influence 
upon behavioural intentions but not for Dumb Ways to Die. Such results are to be 
expected, as the smoking games appear to have been designed with distraction as a 
key feature. Interestingly, of all the games, it appears that Dumb Ways to Die had the 
most number of significant relationships with all value dimensions. Further, multiple 
mediated regressions with stages of change, gender, type of smartphone, perceived m-
game skilling and time playing m-games was analysed with no significant impact 
found. 
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Table 7.24: Value to Behavioural Intentions Full Sample 
 Value 
Dimensions 
Mean β Sig. 
Entertainment Amusement 3.31 .27 .000 
Social 2.36 -.20 .000 
Behaviour Information 3.12 .18 .003 
Simulation 3.02 .22 .000 
Distraction 2.05 -.04 .444 
*Behavioural intentions mean=3.99 **Bold represents significant relationships 
 
Table 7.25: Value to Behavioural Intentions My Quit Buddy 
 Value 
Dimensions 
Mean β Sig. 
Entertainment Amusement 3.24 .18 .03 
Social 2.78 .02 .84 
Behaviour Information 3.29 -.03 .82 
Simulation 3.03 .18 .18 
Distraction 3.15 .33 .003 
*Behavioural intentions mean=3.74 **Bold represents significant relationships 
 
Table 7.26: Value to Behavioural Intentions Dumb Ways to Die 
 Value 
Dimensions 
Mean β Sig. 
Entertainment Amusement 3.95 .31 .000 
Social 2.34 -.34 .000 
Behaviour Information 3.12 .38 .000 
Simulation 3.20 .20 .03 
Distraction 2.65 -.17 .06 
*Behavioural intentions mean=4.23 **Bold represents significant relationships 
 
Table 7.27: Value to Behavioural Intentions CityGT* 
 Value 
Dimensions 
Mean β Sig. 
Entertainment Amusement 2.74 .31 .00 
Social 2.10 -.34 .67 
Behaviour Information 3.20 .38 .07 
Simulation 3.07 .20 .06 
*Distraction was not included for CityGT **Behavioural intentions mean=4.06 
***Bold represents significant relationships 
 
Table 7.28: Value to Behavioural Intentions Quit for Quit for Two 
 Value 
Dimensions 
Mean β Sig. 
Entertainment Amusement 3.26 .19 .106 
Social 2.25 -.07 .59 
Behaviour Information 2.82 .05 .73 
Simulation 2.68 -.13 .42 
Distraction 2.69 .31 .05 
*Behavioural intentions mean=3.85 **Bold represents significant relationships 
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T-test Analysis 
T-tests were used to examine the “balancing act” between the categories of 
entertainment and behaviour value identified qualitatively in Study One. The total 
sample indicated significant differences, which means that there is no balance with 
the mean for behaviour value being higher than the mean for entertainment value (see 
table 7.29).     
T-tests were then conducted per game to investigate the balance of value at the game 
level. As shown in Tables 7.30-7.33 all four games had significant mean differences 
between entertainment and behaviour value. My Quit Buddy, Quit for you Quit for 
Two and Dumb Ways to Die had a higher mean for behaviour value with CityGT 
having a higher mean for entertainment value.  As all games had behavioural 
intention means ranging between 3.74 and 4.23, this indicates that the value type that 
dominated didn’t have a great impact on the behavioural intentions. These significant 
differences provide evidence that social marketing m-games are currently providing 
unbalanced experiential value.  
Table 7.29: T-test results for Full Sample Balance of Value 
Value Category t df Sig. (2-
tailed) 
Mean  95% Confidence 
Interval of the 
Difference 
Lower Upper 
Entertainment 
Value 63.372 496 .000 2.67 2.5924 2.7583 
Behaviour Value 64.880 495 .000 2.70 2.6253 2.7893 
 
Table 7.30: T-test results for My Quit Buddy Balance of Value 
Value Category t df Sig. (2-
tailed) 
Mean  95% Confidence 
Interval of the 
Difference 
Lower Upper 
Entertainment 
Value 
27.083 112 .000 2.93 2.72 3.15 
Behaviour Value 32.446 112 .000 3.15 2.96 3.34 
 
Table 7.31: T-test results for Dumb Ways to Die Balance of Value  
Value Category t df Sig. (2-
tailed) 
Mean  95% Confidence 
Interval of the 
Difference 
Lower Upper 
Entertainment 55.58 139 .000 2.87 2.77 2.97 
Behaviour 46.63 139 .000 2.98 2.86 3.11 
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Table 7.32: T-test results for CityGT to Die Balance of Value  
Value Category t df Sig. (2-
tailed) 
Mean  95% Confidence 
Interval of the 
Difference 
Lower Upper 
Entertainment 28.57 135 .000 2.31 2.15 2.47 
Behaviour 43.56 134 .000 2.02 1.93 2.11 
 
Table 7.33: T-test results for Quit for You Quit for Two Balance of Value  
Value Category t df Sig. (2-
tailed) 
Mean  95% Confidence 
Interval of the 
Difference 
Lower Upper 
Entertainment 30.01 107 .000 2.58 2.41 2.76 
Behaviour 30.54 107 .000 2.73 2.55 2.90 
 
7.12 Conclusion  
Chapter Seven has presented the results of Study Two. The data collected via an 
online survey acquired a sample of n=497 and the data were analysed using SPSS and 
AMOS software. The results of Study Two and the structural model tested provided 
support for eight out of the eleven hypotheses proposed in Chapter Five. Post-hoc 
analysis also revealed relationships between experiential value dimensions and 
behavioural intentions, as well as the imbalance of experiential value created by 
current social marketing m-games. The following chapter (Chapter Eight) discusses 
the theoretical and practical implications of the findings of Study One and Study Two. 
Limitations of the thesis and directions for future research are also outlined.  
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Chapter Eight: Discussion and Conclusion    
“You have to learn the rules of the game. And then you have to play better than 
anyone else.” Albeit Einstein, 1879–1955 
8.0 Introduction  
The overall aim of this thesis was threefold. First, it aimed to investigate the 
experiential value created by social marketing m-games (RQ1). Second, it examined 
how to categorise key game attributes of social marketing m-games (RQ2). Third, it 
studied the relationship key game attributes had on the experiential value created by 
social marketing m-games (RQ3). Based upon these three aims and their related 
research gaps in the literature this thesis identified three research questions to drive its 
investigation of social marketing m-games: 
RQ1: How does a social marketing m-game create experiential value for the user? 
RQ2: How can key game attributes be categorised for social marketing m-games? 
RQ3: What is the relationship between key game attributes and experiential value 
built in a social marketing m-game?  
The previous chapter, Chapter Seven, presented the analysis and results for Study 
Two. In summary, eight of the eleven hypotheses were supported in the tested 
structural model. The present chapter, Chapter Eight, discusses the overall findings of 
the thesis. The chapter begins by discussing the findings of the three research 
questions and post-hoc analysis. This is followed by a discussion of the contributions 
of the thesis to theory and practice. The limitations of the thesis and future research 
opportunities are then discussed. The thesis concludes with some final comments.  
8.1 Understanding Experiential Value in Social Marketing 
M-games 
“How does a social marketing m-game create experiential value for the user?” 
The purpose of RQ1 was to comprehend how social marketing m-games create 
experiential value for users. The literature review in Chapter Two revealed that 
previous investigations of experiential value in commercial marketing (Mathwick et 
al., 2001, Sweeney and Soutar, 2001) and social marketing (Zainuddin et al., 2011, 
Zainuddin, 2013, Zainuddin et al., 2013) have only provided an explanation of  the 
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entertainment aspects of the experiential value created by a social marketing m-game. 
Therefore, a significant flaw in previous conceptualisations of experiential value 
when applied to social marketing m-games is the lack of explanation as to how 
experiential value created by a social marketing m-game could assist a user to change 
a behaviour.  
8.1.1 Experiential Value in a Social Marketing M-game: Motivation, 
Opportunity and Ability 
Insight was gained as to how experiential value created by a social marketing m-game 
could not only entertain a user but also assist them to change their behaviour. Study 
One identified that social marketing m-games create three categories of experiential 
value: entertainment (made up of amusement and social value dimensions), sacrifice 
(made up of economic and time dimensions), and behaviour (made up of information, 
simulation and distraction value dimensions). Further, analysis identified that these 
categories were related to the three aspects of the MOA framework as shown in Table 
8.1 (Rothschild, 1999, Binney et al., 2003, MacInnis et al., 1991). First, the findings 
explained how experiential value created in social marketing m-games could 
influence motivation to use a social marketing m-game (entertainment value), the 
opportunity to use a social marketing m-game (sacrifice value) and the ability to 
perform a behaviour (behaviour value). Second, the findings identified that social 
marketing m-games should create a balanced package of entertainment and behaviour 
value. This was also further supported by post-hoc analyses conducted in Study Two. 
Table 8.1: Overview of Experiential Value Findings 
Category of Experiential 
Value 
Entertainment Sacrifice Behaviour 
Relevant MOA 
component 
Motivation to use 
product/service 
Opportunity to use 
product/service 
Ability to perform 
desired behaviour 
Sweeney and Soutar’s 
(2001) Dimension 
Social, Emotional Functional, Price X 
Mathwick et al.’s (2001) 
Dimensions 
Playfulness, 
Aesthetics 
CROI, Service 
Excellence 
X 
Zainuddin et al.’s (2011) 
Dimensions 
Social, Emotional Functional X 
Mulcahy et al. (2015) Playfulness, 
Aesthetics 
CROI, Service 
Excellence 
X 
Current Thesis 
Dimensions 
Amusement, Social Economic, Time Information, 
Simulation, 
Distraction 
*Note: This is an interpretation of past conceptual frameworks in conjunction with the 
findings of this thesis 
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8.1.2 Motivating Social Marketing M-game Use through Entertainment Value  
The first category of experiential value identified in this thesis is entertainment value, 
which represents the user’s motivation to use a social marketing m-game. Further, the 
entertainment category of experiential value is made of amusement and social value 
dimensions, which closely follow previous dimensions proposed by Mathwick et al. 
(2001) and Sweeney and Soutar (2001). Consistent with research in gaming, 
experiential value and the MOA literature, entertainment value was revealed to be a 
key motivational factor in users playing a social marketing m-game (Yee, 2006, 
Binney et al., 2006, Okazaki et al., 2008).  This is because hedonic benefits such as 
entertainment provide users with a pleasurable experience that they wish to feel 
(MacInnis et al., 1991). For example, in this thesis it is evident that users would use 
and continue to use social marketing m-games as long as they provided a worthwhile 
entertaining experience. However, when entertaining experiences with the games 
appeared to diminish, users’ motivation to continue using the game dropped.  
8.1.3 Opportunity/Sacrifice Value in Using a Social Marketing M-game  
The discovery of the experiential value category sacrifice and its related dimensions 
of economic and time value is consistent with both the experiential value and MOA 
literature. This research found similar dimensions of experiential value posed in the 
frameworks by Mathwick et al. (2001) and Sweeney and Soutar (2001); however, this 
research differs somewhat in categorising these dimensions to represent the sacrifice 
(input) of users when using a social marketing m-game. These findings are also 
consistent with the MOA literature, in particular the notion that opportunity represents 
the time and economic resources required by individuals in order to use a product or 
service (MacInnis et al., 1991). Based upon a critical review of the literature 
opportunity was not investigated further in Study Two. This is because opportunity, 
particularly in the context of social marketing, has been shown to not be a key 
predictor of behaviour (Gruen et al., 2006, Gruen et al., 2007, Bigné et al., 2013, 
Binney et al., 2006). One reason that opportunity is not always a key behaviour 
predictor is that it is not always relevant to an individual as they may have adequate 
amounts of time or economic resources to use a product or service and it is other 
factors that significantly influence their actions (motivation and ability).    
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8.1.4 Ability to Perform a Behaviour via Behaviour Value  
Behaviour value and its dimensions of information, simulation and distraction value 
were a unique finding to this thesis. Further, behaviour value was found to be an 
integral aspect of the experiential value created by a social marketing m-game, which 
assisted in a user’s ability to change their behaviour. Such a finding is consistent with 
the ability component of MOA in the literature, where information or experiences can 
assist an individual to perform a desired task (Binney et al., 2003). Behaviour value 
appears to be a particularly important component of experiential value in social 
marketing m-games as increasing an individual’s confidence, knowledge and skill to 
perform a behaviour is a key aim of social marketing (Binney et al., 2003, Rothschild, 
1999). For example, participants in Study One discussed how scenarios within the 
Dumb Ways to Die game increased their knowledge of how to be safe around trains, 
whereas participants who played My Quit Buddy and Quit for You Quit for Two 
discussed how being distracted by the games could provide them with the ability to 
avoid smoking. Additionally, this research found that currently it appears that social 
marketing m-games are over- or under-creating behaviour value, which potentially 
negatively impacts upon their likelihood of changing behaviour or behavioural 
intentions.   
8.1.5 The Importance of Creating Balanced Experiential Value 
Marketing scholars have long argued that the greater the experiential value created the 
more likely a desired outcome (Kim et al., 2004, Sánchez-Fernández and Iniesta-
Bonillo, 2007, Zainuddin, 2013). The findings of Study One and Two provided 
evidence that social marketing m-games are currently providing unbalanced 
experiential value. For three games, behaviour value dominated while for one game 
entertainment value dominated. The score for behavioural intentions was moderate to 
high indicating that the games were likely to achieve some level of behavioural 
impact.  So the question to be asked now is; does balance matter? Given that the 
qualitative findings indicated balancing entrainment and behaviour value was 
important for achieving behavioural impact, the answer may lie with the definition of 
balance. 
One potential answer to this question is that rather than social marketing m-games 
creating an exact balance of value, that there is a zone of tolerance. That is, a social 
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marketing m-game can create a dominant experiential value category, whether that is 
entertainment or behaviour, withstanding it does not override the other category of 
value. The zone of tolerance is a well noted concept in the services marketing and 
value literature with past research demonstrating that when service quality or service 
value is significantly below or above the zone of tolerance of a consumer this can 
negatively impact upon a desired result (Liljander and Standvick, 1993; Yap and 
Sweeney, 2007). Applying this to the context of this research and the ‘balancing act’, 
it appears that social marketing m-games could potentially create too much of one 
category of experiential value that falls outside the zone of tolerance and this can 
negatively impact upon a desired outcome, such as behavioural intentions. Further, 
social marketing m-games may be designed in a way to create larger amounts of one 
category of experiential value, entertainment or behaviour, as long as the dominant 
value category does not go outside the zone of tolerance. This would pose a very 
interesting topic for future research.  
The findings of this thesis and the ‘balancing act’ currently indicate that without 
creating this balance of experiential value social marketers can fail in their objective 
to motivate users to play the game and create an ability to perform a behaviour in real 
life. This is due to: 1) too much entertainment value, leading to users missing the 
behaviour focus of the game; 2) too little entertainment value, leading to the game not 
being used; 3) too much behaviour value, resulting in the game being unentertaining 
and therefore going unused; and 4) too little behaviour value, resulting in the game 
not influencing a user’s ability to perform a behaviour (see Figure 8.1). This finding 
has significant implications for social marketers because it appears that currently, in 
practice, social marketing m-games are either creating too much or too little 
entertainment as well as too much or too little behaviour value. Social marketers 
should therefore contemplate these findings when they are building social marketing 
m-games. 
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Figure 8.1: Balance of Experiential Value   
 
 
 
 
 
 
 
 
 
 
8.1.6 Summary of RQ1 Findings   
In summary, this thesis has taken a step towards answering calls for research into 
experiential value in social marketing activities (Zainuddin, 2013, Domegan et al., 
2013) by providing a new conceptualisation of experiential value for social marketing 
m-games. Further, this thesis has demonstrated how experiential value is created in 
social marketing m-games and in turn influences motivation, opportunity and ability 
to use the social marketing m-game and also perform a behaviour. Findings also 
demonstrate that in order for a social marketing m-game to create the optimal package 
of experiential value a balance of entertainment and behaviour value should be 
created.  
8.2 Key Game Attributes for Social Marketing M-games 
“How can key game attributes be categorised for social marketing m-games?” 
The aim of RQ2 was to identify and categorise key game attributes for social 
marketing m-games. A review of the literature revealed that currently the gaming 
literature only provides insight into to the key game attributes which entertain a user, 
leaving little to no explanation as to the key game attributes in social marketing m-
games which are focused on changing a user’s behaviour. The findings of Study One 
suggest that game attributes can be sorted into three categories: interaction, disguise 
Behaviour 
Value 
Entertainment 
Value 
Too much entertainment value: 
-Consumers will forget behaviour focus of 
game 
 
Too little entertainment value: 
-The game will be unentertaining and go 
unused 
Too much behaviour value:  
-The game will become unentertaining 
and go unused   
 
Too little behaviour value:  
-The game will not increase a consumer’s 
ability to perform a behaviour 
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and performance. Of the three categories of key game attributes identified, interaction 
was deemed to not be key to social marketing m-games as its related attributes are 
those which are required for the function of any game regardless of the aim being 
entertainment (commercial games) or behaviour change (social marketing games). 
The remaining two game attribute categories – disguise and performance – were 
identified as being key to social marketing m-games as they focus on attempting to 
entertain the user, mask the behavioural focus of the game or assist the user to change 
their behaviour.  
The initial findings in Study One show that the game attributes of character, challenge 
and feedback, which were categorised as disguise, work in a unique way in social 
marketing m-games compared to other m-games. This is because they are focused on 
entertaining a user, but also assist them to change their behaviour. This is unique, as 
in the gaming literature these common game attributes of character, challenge and 
feedback have mainly been associated with only attempting to influence 
entertainment (Yee, 2006, Sweetser and Wyeth, 2005), but not another focus such as 
masking a behavioural aspect of a game.  
The game attributes of virtual training and behaviour monitoring, which were 
categorised as performance, were newly identified in this thesis. This extends upon 
previous game attribute frameworks in the literature which have predominately 
focused on design factors which entertain. Further, the game attributes of virtual 
training and behaviour monitoring were deemed to be key to the design of a social 
marketing m-game as they are designed with the sole focus of assisting the user to 
change their behaviour – a core focus of social marketing.  
8.2.1 Key Game Attribute Category One: Disguise 
Consistent with previous research, the findings of Study One revealed that disguise 
game attributes of character, challenge and feedback were key game attributes in the 
design of an m-game for social marketing purposes (Yee, 2006, Sweetser and Wyeth, 
2005). However, in Study Two, feedback was found to not be a key game attribute, as 
it does not influence desired outcomes such as entertainment or behaviour value. This 
research has revealed that whilst character and challenge are game attributes that aim 
to entertain they can also influence the behavioural aspect of the game. Consequently, 
this finding has demonstrated that social marketing m-games need to be complex in 
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their design, as the game attributes of character and challenge (commonly found in 
other games) are used for more than entertainment (Yee, 2006, Sweetser and Wyeth, 
2005). Overall, the disguise game attributes findings have implications for social 
marketers in that they should consider how the game attributes of character and 
challenge can be designed in such a way that they aim to entertain the user but also 
mask and influence the behavioural aspect of the social marketing-game. Rather than 
just designing these game attributes for the sole purpose of entertaining the user. 
8.2.2 Key Game Attribute Category Two: Performance 
Findings from Study One uncovered two new game attributes not previously 
identified in the literature – virtual training and behaviour monitoring – which were 
categorised as performance. These two game attributes were found to be designed for 
the purpose of assisting the user to change their behaviour. This finding suggests that 
for a social marketing m-game to be more than just focused on entertainment 
additional game attributes, which assist the user change their behaviour, are required 
to be built into their design. This has implications for social marketers as it provides 
directions as to the additional game attributes required to be designed in an m-game in 
order for it to assist a user to change their behaviour.  
8.2.3 Summary of RQ2 Findings  
In summary, consistent with prior research on game attributes, key game attributes for 
social marketing m-games include character and challenge. However, in the same 
instance the findings of this research also demonstrate that the game attributes of 
character and challenge can be designed for more than just entertainment purposes; 
they can be designed in a way that they disguise the behavioural aspect of the game. 
Furthermore, the findings of this research discovered two new additional key game 
attributes categorised as performance: virtual training and behaviour monitoring. This 
finding demonstrates that social marketing m-games have additional game attributes 
that are focused on assisting users to change their behaviour.  
8.3 The Relationship of Key Game Attributes on 
Experiential Value for a Social Marketing M-game 
“What is the relationship between key game attributes and experiential value built 
in a social marketing m-game?” 
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 RQ3 identified the influence of key game attributes on experiential value dimensions 
created by social marketing m-games. More specifically, in addressing RQ3 the 
influence of disguise game attributes on entertainment and behaviour value, and the 
influence of performance game attributes on behaviour value (as shown in Table 8.3) 
were identified. Of the 11 hypotheses proposed between game attributes and 
experiential value, eight were supported. The three rejected hypotheses related to the 
disguise game attributes of feedback and character.  
Table 8.2: Hypothesis Results of Study Two 
Categories in 
Hypothesis 
Hypothesis Supported/Rejected 
Disguise and 
Entertainment Value 
 
H1b: Character will positively and 
significantly influence social value created by 
social marketing m-games 
Supported 
H2a: Challenge will positively and 
significantly influence amusement value 
created by social marketing m-games 
Supported 
Disguise and Behaviour 
Value 
 
H1c: Character will positively and 
significantly influence information value 
created by social marketing m-games 
Supported 
H2b: Challenge will positively and 
significantly influence simulation value 
created by social marketing m-games 
Supported 
H2c: Challenge will positively and 
significantly influence distraction value 
created by social marketing m-games 
Supported 
Performance and 
Behaviour Value 
 
H4a: Virtual training will positively and 
significantly influence information value 
created by social marketing m-games 
Supported 
H4b: Virtual training will positively and 
significantly influence simulation value 
created by social marketing m-games 
Supported 
H5: Behaviour Monitoring will positively and 
significantly influence information value 
created by social marketing m-games 
Supported 
Disguise and 
Entertainment Value  
 
H1a: Character will positively and 
significantly influence amusement value 
created by social marketing m-games 
Rejected 
H3a: Feedback will positively and 
significantly influence amusement value 
created by social marketing m-games 
Rejected 
Disguise and 
Behaviour Value 
H3b: Feedback will positively and 
significantly influence information value 
created by social marketing m-games 
Rejected 
Note: Italics and bold symbolise hypothesised relationships not supported 
  8.3.1 Disguise Game Attributes’ Influence on Experiential Value 
The findings from Study Two support previous research where disguise game 
attributes, character and challenge, influence entertainment through amusement and 
social benefits (Yee, 2006, Lin and Lin, 2011). The research findings provide 
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evidence that character and challenge can also assist in the behaviour aspect of a 
social marketing m-game, with significant positive relationships found between 
character and information value, challenge and simulation value, and challenge and 
distraction value. This is in contrast to past gaming research, which has only 
investigated the influence of character and challenge on entertainment outcomes (Yee, 
2006, Sweetser and Wyeth, 2005). Therefore, this finding indicates that social 
marketers should use the game attributes of character and challenge to influence 
entertainment and the behaviour benefits of the game.  
Previous research and results from Study One indicate that feedback is a key predictor 
of entertainment in games (Sweetser and Wyeth, 2005, Yee, 2006). However, Study 
Two found that in the context of social marketing m-games feedback does not 
influence entertainment value, in particular the dimension of amusement value. 
Furthermore, feedback was found to not influence behaviour value, which also 
contradicts the findings of Study One, which suggested that feedback on users’ 
successes or failures in a game influenced the information created about the focused 
behaviour.  
8.3.2 Performance Game Attributes and Experiential Value  
Performance game attributes – virtual training and behaviour monitoring – were 
found to influence behaviour value, namely the dimensions of information and 
simulation value. These findings support the results of Study One and indicate that a 
social marketing m-game needs additional game attributes to influence a user’s 
behaviour. This association between performance game attributes and behavioural 
value dimensions is consistent with research in smartphone apps, which has found 
that behaviour change design features positively influence outcomes similar to 
behaviour value (Direito et al., 2014, Carter et al., 2013). Therefore, taking this 
finding into consideration social marketers and game designers should incorporate 
virtual training and or behaviour monitoring into the design of social marketing m-
games as they positively influence behaviour value, which assists the user’s ability to 
change their behaviour. 
8.3.3 Summary of Findings RQ3  
In summary, the findings from this research provide evidence that game attributes of 
social marketing m-games can positively influence the two desired outcomes of  
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entertainment and behaviour value simultaneously; that is, a social marketing m-game 
can be designed in such a way that it entertains the user, but also encourages 
behaviour change. Furthermore, depending on the category of the game attribute 
social marketing m-games can influence both entertainment and behaviour value or 
behaviour value alone. 
8.4 Additional Findings 
Several additional findings were explored and discovered in the analysis of the data. 
These additional findings relate to the hypothesised relationships between 
entertainment and behaviour value dimensions and behavioural intentions. Whilst not 
planned at the outset, the post-hoc results provided unanticipated but interesting 
findings. The following sections will discuss these additional findings in further detail.  
8.4.1 Post Hoc Findings-Value and Behavioural Intentions  
In the post hoc analysis, a regression model was run with the full sample to 
investigate the influence experiential value dimensions created by a social marketing 
m-game had upon the behavioural intentions of the user. It was found that of all the 
experiential value dimensions except distraction value had a positive influence upon 
the behavioural intentions of a user. The insignificant influence of distraction value 
however could be attributed to not every game being focused upon distracting its 
users (eg. Dumb Ways to Die and CityGT). The impact of experiential value upon the 
behavioural intentions of consumers is well documented in the literature with a 
number of empirical studies in contexts including tourism (González et al., 2007), 
business-to-business marketing (Lam et al., 2004), services marketing (Cronin Jr et al., 
2000), health care (Choi et al., 2004), online gaming (Shieh and Cheng, 2006, 
Verhagen et al., 2011) and social marketing (Zainuddin et al., 2013) finding the 
existence of such a relationship. However, whilst experiential value has been widely 
proven to impact on behavioural intentions, the findings of the post-hoc tests take a 
significant step towards supporting and proving the “balancing act” proposed in this 
thesis. That is, the results indicate that both entertainment (amusement and social) and 
behaviour (information and simulation) value have a positive influence upon the users 
behavioural intentions. Future research should endeavour to investigate these findings 
and further and determine if different levels of entertainment and behaviour value 
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have a varying impact upon the behavioural intentions of social marketing m-game 
users.  
8.4.2 Categorising Social Marketing M-Games Through Experiential Value  
As mentioned in Chapter Two, social marketing m-games can be categorised as 
serious games. However, after the post-hoc regression results it appears that a further 
sub-categorisation of social marketing serious games can be made. The breakdown of 
the multiple regression model by social marketing m-game provided an interesting 
finding. Aforementioned in Chapter Seven, when multiple regression models were 
run by social marketing m-game, certain social marketing m-games created 
significant relationships of information value, simulation value and distraction value 
which influenced behavioural intentions (see Table 8.3). When examined more 
closely, the results indicate that there are categories of social marketing m-games, 
which is dependent upon the behavioural experiential value dimensions they create 
(see Figure 8.2). Thus, based upon the behavioural experiential value dimensions 
there appears to be three categories of social marketing m-games, information social 
marketing m-games (games focused upon educating and building awareness of a 
behaviour), simulation social marketing m-games (games which are focused on 
virtually simulating the performance of a behaviour) and distraction social marketing 
m-games (games which are focused on distracting users from performing a undesired 
behaviour). Future research should investigate these proposed categories of social 
marketing games further. In particular, future research should determine if these 
categories are mutually exclusive or whether a social marketing game can be a hybrid 
(such as Dumb Ways to Die) which taps into two or more categories.  
Table 8.3: Significant Experiential Value to Behavioural Intentions by M-Game 
Social Marketing M-
Game 
Information Value Simulation Value Distraction Value 
My Quit Buddy NO NO YES 
Dumb Ways to Die YES YES NO 
CityGT NO YES NO* 
Quit for You Quit for 
Two 
NO NO YES 
*Questions Not Asked 
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Figure 8.2: Category of Social Marketing M-games  
 
8.5 Theoretical Contributions  
This thesis makes four significant contributions to social marketing theory. First, this 
thesis contributes to the literature by demonstrating the complex nature of experiential 
value created by social marketing m-games. Second, it identifies common and 
different game attributes that exist in the design of a social marketing m-game. Third, 
this thesis contributes to understanding how key game attributes influence desired 
outcomes such as experiential value. Fourth, it contributes broadly to the social 
marketing literature by addressing the current debate regarding theory development. 
These contributions will now be discussed in detail.  
8.5.1 The Complex Nature of Experiential Value in Social Marketing  
This study has provided a greater comprehension of the complexity of experiential 
value created by social marketing activities such as social marketing m-games. In 
doing so, this has gone some way to answer the call for greater investigations and 
empirical explanations as to the experiential value created in social marketing 
(Russell-Bennett et al., 2009, Domegan et al., 2013). Additionally, this study has 
provided empirical evidence that the experiential value created in social marketing is 
not entirely identical to the value created in commercial marketing contexts. Further, 
the complexity of experiential value created in social marketing m-games is typified 
by two factors.  
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First, experiential value created in social marketing is complex in that is creates three 
categories of experiential value – entertainment, sacrifice and behaviour – which 
represent an individual’s motivation to use a product or service, their opportunity to 
use a product or service, as well as their ability to perform a desired behaviour. This 
indicates that, rather than focusing on creating one particular aspect of experiential 
value, social marketers must be aware that a complex package of value must be 
created in order for a product or service to be used which assists in changing an 
individual’s behaviour. 
Second, this thesis demonstrates that in order for a social marketing m-game to create 
the optimal value package a balance of entertainment and behaviour value is required. 
This is due to imbalances of experiential value resulting in products or services such 
as social marketing m-games not being used or behavioural benefits of the product or 
service being forgotten by the user. This demonstrates that rather than create as much 
experiential value as possible social marketers must be mindful that the categories of 
experiential value created are matched in order for the product or service to not only 
be used but also for them to assist in changing behaviour.  
8.5.2 Game Attributes for Disguise and Performance  
This study builds on existing game attribute frameworks to identify key game 
attributes for social marketing m-games. Previously, game attribute frameworks have 
focused on entertainment; however, these fail to pinpoint or explain key game 
attributes which focus on assisting users to change their behaviour.  
This thesis extends current research on common game attributes found in the 
literature and their application in social marketing. In particular, it explains how 
common game attributes found in games can be designed for purposes other than 
entertainment in social marketing. In particular, this research investigated how 
common game attributes, such as character and challenge, can be used to disguise the 
behavioural aspect of social marketing m-games through entertaining features.   
This research also conceptually and empirically extends upon past game attribute 
frameworks to include two new game attributes: virtual training and behaviour 
monitoring. Namely, it demonstrates that social marketing m-games are different in 
their design as they are required to have additional game attributes which focus on 
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assisting a user to change their behaviour.  This is important since both practitioners 
and scholars are yet to identify what game attributes in social marketing m-games 
influence outcomes such as behaviour.  
Further, these contributions collectively represent an initial step towards addressing 
the limited knowledge in understanding how to design social marketing m-games, 
rather than investigating the outcome of their application (Dietrich et al., 2015, 
Rundle-Thiele et al., 2015, Buller et al., 2009). Specifically, this thesis has identified 
game attributes which are key to the design of social marketing m-games, whilst also 
highlighting their entertainment and or behaviour focus. 
8.5.3 Game Attributes and Experiential Value   
This research presents an important move in tackling social marketers’ lack of 
understanding as to how games can achieve desired outcomes by examining the 
relationships between game attributes and experiential value dimensions. Although 
further research is required to understand how game attributes can influence 
behavioural intentions and actual behaviour, initial support for this can be found 
through experiential value, which has been found to be a key predictor of behaviour 
intentions (Zainuddin et al., 2013, Cronin Jr et al., 2000).   
This research goes beyond the limitations of past research into games in both the 
social marketing and gaming fields for two reasons. First, the limited amount of 
studies on social marketing games have focused predominately on only the 
behavioural outcome of the game, leaving little to no explanation as to how to design 
a game which achieves this outcome. This research has gone some way in answering 
this gap by explaining how game attributes can be used to influence desired outcomes 
such as entertainment value and behaviour value. Second, the majority of research in 
gaming is focused on the influence game attributes have upon one outcome, mainly 
entertainment. This thesis, however, has specified how game attributes can influence 
two desired outcomes, which are entertainment- and behaviour-focused, 
simultaneously.  
8.5.4 Theory Development in Social Marketing  
The collective findings and contributions of this thesis also provide a response to the 
current debate regarding the approaches to theory development in social marketing 
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(Peattie and Peattie, 2003, Gordon et al., 2013). Although further investigation is 
required to validate the approaches to theory development in social marketing this 
thesis supports the approach of borrowing theories from related disciplines to social 
marketing.  
This thesis leverages off past conceptual frameworks in both experiential value and 
game attributes to help understand social marketing m-games. This study highlights 
the usefulness of past theories and conceptual frameworks from social marketing-
related disciplines to provide an initial foundation for a research investigation (see 
Figure 8.3). Further, the findings of this research demonstrate that it may be necessary 
to extend upon past theories or conceptual frameworks in order to capture potentially 
missing components from past works. These findings are important because they 
suggest that social marketers should not directly replicate theories or conceptual 
frameworks for social marketing contexts. Instead, for social marketing scholars must 
extend upon past theories and conceptual frameworks to ensure they provide an 
adequate explanation of the phenomena under investigation. Thus, whilst related 
theories and conceptual frameworks can be borrowed social marketing scholars 
should be aware that they may require extension in order to examine the phenomena 
under investigation. 
Figure 8.3: Theory Extension demonstrated in thesis 
Experiential Value Dimensions 
 
 
 
 
Game Attributes 
 
 
 
 
*Black indicates previously identified value dimensions/game attributes in the 
literature. Green indicates new value dimensions/game attributes found in thesis 
Amusement Social 
Economic Time Simulation 
Distraction Informatio
 
Character Challenge Feedback 
Audio 
Virtual 
Training 
Behaviour 
Monitoring 
Visuals Controls 
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8.6 Practical Contributions   
Alongside the theoretical contributions made by this thesis the research has made 
practical contributions in three key areas. First, its contribution to providing evidence 
of the value gained by users using social marketing m-games is presented. Second, the 
findings’ contribution to providing guidance as to the game attributes required when 
designing social marketing m-games is discussed and, third, the practical contribution 
of an evaluative framework for social marketing m-games is outlined. This is 
followed by an evaluation of the four social marketing m-games which were the focus 
of this thesis.  
8.6.1 Evidence of Value Gained by Users Using Social Marketing M-games 
The understanding of experiential value in social marketing, based on the results of 
this thesis, will allow social marketing practitioners to better understand the value 
their products and services (such as m-games) need to create. First, the experiential 
value findings of this thesis provide guidance to social marketing practitioners that 
their m-games should neither be too entertaining or too focused on changing 
behaviour. This is because unlevelled value created by a social marketing m-game can 
lead to undesired outcomes, such as the behaviour focus of the game being forgotten, 
the game going unused or the game creating too little value to assist users to change 
their behaviour. Instead, when seeking to harness entertainment mediums such as m-
games social marketers should be cautious that the experiential value they create is a 
balance of entertainment and behaviour value. By taking this into consideration they 
can create a balanced package of experiential value for a user to motivate them to use 
the product or service, as well as provide benefits to assist them to change their 
behaviour.  
8.6.2 Guidance to Designing Game Attributes for Social Marketing M-games 
The second contribution to social marketing practice is identifying the game attributes 
required for a social marketing m-game, as well as an explanation as to their focus on 
entertainment or behaviour. Accordingly, social marketing practitioners can use these 
findings as a checklist of game attributes they need to include in the design of their 
social marketing m-games. If a social marketing practitioner chooses to incorporate a 
game or m-game into their interventions they can approach game developers and 
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digital marketing agencies with the game attribute framework to guide the game’s 
development. Furthermore, they can explain to game developers how they want the 
game attributes to function within their game based upon the categories of disguise 
and performance. Based upon social marketers’ current lack of knowledge in games, 
and in particular m-games, this contribution of a game attribute framework/checklist 
has the potential to save tens to thousands of dollars in the initial stages of game 
development. Further, based upon the key game attributes identified in this thesis 
social marketers can ensure that additional, non-essential game attributes are not 
included, thus saving funding.  
8.6.3 Evaluative Framework for Social Marketing M-games  
The third contribution to social marketing practice is in the application of the research 
findings to influence game attributes’ influence on a desired outcome, particularly 
experiential value. Social marketers can choose to use this model and its identified 
significant relationships as a guiding framework to develop games. Further, based 
upon the results of the application of their games, social marketers may choose to 
redesign game attributes, which will inevitably influence experiential value creation. 
In addition, because certain game attributes are key influencers of entertainment 
and/or behaviour value social marketers can specifically identify particular game 
attributes which may need to be redesigned in order to influence the creation of 
experiential value. 
8.6.4 Evaluation of Four Current Social Marketing M-games 
The conceptualisation and empirical measurement of game attributes and experiential 
value in this research can be used as a diagnostic tool for social marketing 
practitioners to gauge the performance of their social marketing m-games. After 
assessing the mean scores of game attributes and experiential value created by a social 
marketing m-game social marketers may choose to change aspects of their game in 
order to create greater levels of experiential value. Additionally, this thesis has used 
its game attributes and experiential value findings to evaluate the performance of four 
current social marketing m-games: My Quit Buddy, Dumb Ways to Die, Quit for You 
Quit for Two and CityGT. Based upon the mean scores of experiential value created 
by each game it is evident that the My Quit Buddy and Dumb Ways to Die games 
currently create the highest scores for game attributes and the most experiential value. 
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Based upon these results they could be deemed “best practice” in regards to game 
attributes and experiential value. Further, based upon the results of Study Two 
developers can benchmark from the experiential value created by these current games 
for future m-games. 
8.7 Limitations and Future Research   
This research has several limitations that provide directions for future research, 
including the social marketing m-games used within the study, artificial playing 
conditions, the cross-sectional nature of the research design, and the non-probability 
sample used. Along with these limitations several additional future research directions 
are outlined.  
The first limitation of this thesis regards the elements controlled, particularly in Study 
Two, which has implications for the generalisability of the findings. First, participants 
in Study One and Study Two played social marketing m-games in artificial conditions. 
Participants in Study One downloaded and played games in a group setting, whereas 
participants in Study Two were allocated a social marketing m-game based upon their 
responses to behaviour-based questions (e.g. Do you or have you ever smoked?), thus 
removing their choice of social marketing m-game. This limits the findings of this 
thesis as subjects were not provided the same freedom or conditions they would have 
in more realistic situations. To overcome this limitation, observing social marketing 
m-game gameplay under greater natural conditions could produce somewhat different 
findings.  
An opportunity for future research also exists in developing a purpose-built social 
marketing m-game for experimental research. This thesis has provided insight as to 
the relationships between game attributes and experiential value. However, based 
upon the design of this research and the games used it is difficult to determine the 
causality between the game attributes and experiential value dimensions. By 
developing a purpose-built social marketing m-game for experiments researchers will 
have a greater opportunity to manipulate the game attributes within the game, thus 
allowing for greater investigation into the causality of the relationships between game 
attributes and experiential value. 
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Another limitation that should be addressed as part of future research is the cross-
sectional nature of Study One and Study Two. In particular, game attributes and 
experiential value were only examined at one point in time. It is possible that, 
particularly for experiential value, the duration of exposure to a social marketing m-
game may influence the levels of value created. Certainly in the gaming literature 
studies have shown that players become disinterested in a game after using it for 
prolonged periods of time (Chiu et al., 2004). Further, future studies should examine 
the impact of prolonged exposure to social marketing m-games upon the results found 
in this thesis.  
Future research should also seek to replicate the findings of this study. In particular, 
research should investigate the insignificant relationships between character and 
amusement value, feedback and amusement value and feedback and information 
value. It would be interesting for future research to see that if the cause and effect 
between these variables is indirect and due to third factors not captured within the 
current model. 
A further opportunity is presented to study the findings of this research on different 
game platforms. The current study focused its investigation on games played on a 
mobile (smartphone) platform. This research has potentially offered some insights 
into the key game attributes and experiential value created on other platforms, but 
further research to support this assumption is needed.  Games can be played on a 
number of platforms, such as consoles (e.g. Xbox One, Playstation 4), handhelds (e.g. 
Nintendo Game Boys) and online (website-based). An opportunity therefore exists for 
future research to replicate the findings of this thesis using other gaming platforms. 
Future research is also recommended to replicate the current findings of this thesis to 
different social and health behaviours. This thesis has only investigated the 
behaviours of smoking, train safety and mobile phone use whilst driving. Social 
marketing m-games targeting other social behaviours, such as electricity consumption 
for example, may offer different results and findings and should be examined. This 
would also be useful in determining if social marketing m-games are (or are not) an 
appropriate medium for tackling particular social or health behaviours. Further, it is 
recommended that future studies assess the key game attributes and experiential value 
created for users in different age cohorts. The current thesis only investigated game 
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attributes and experiential value in the age cohort of 18–35 year olds. It would be 
interesting to investigate if the key game attributes for social marketing m-games vary 
for particular age cohorts. Further, it would also be interesting to examine if particular 
categories and dimensions of experiential value created by a social marketing m-game 
are more valued based upon the user’s age.   
Another direction for future research is to investigate the levels of experiential value 
dimensions. Currently in the literature, the majority of conceptualisations of 
experiential value assume that all experiential value dimensions are on a similar level 
and created simultaneously. However, this may not be the case as perhaps behaviour 
value dimensions are higher order as they are more outcome orientated then those 
dimensions categorised as entertainment (amusement and social) and sacrifice 
(economic and time). Further, it would be interesting to investigate if entertainment 
and sacrifice value dimensions moderator the influence of behavioural value (as a 
higher order dimension of value) on desired outcomes such as behavioural intentions.  
Finally, this thesis outlined two key delimitations in Chapter One. First, the 
delimitations outlined that this thesis would not investigate why or how individuals 
adopt a social marketing m-game. Given that this thesis has provided insight into the 
key game attributes of social marketing m-games and the experiential value they 
create an important next step is to investigate how social marketers can encourage the 
initial adoption of a social marketing m-game. It is therefore contended that now that 
key game attributes and experiential value have been examined the investigation of 
how social marketers can encourage adoption is a worthy pursuit.  
Second, the delimitations in Chapter One depicted that this thesis would not 
investigate gamified apps. Whilst gamified apps are different to social marketing m-
games the research findings of this thesis may provide some insight as to the design 
features and experiential value gamified apps create, particularly those categorised as 
behaviour value and performance (virtual training and behaviour monitoring). 
However, future research is required in order to confirm this notion. As gamified apps 
are also a popular emerging technology in social marketing it is another area which is 
worthy of scholarly investigation. 
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8.8 Conclusion  
Social marketing m-games are an emerging area in social marketing practice and 
scholarly research. This thesis has addressed a current lack of understanding of the 
key game attributes and experiential value created by social marketing m-games. Its 
findings have important implications for both theory and practice in social marketing. 
First, this thesis has presented a new conceptualisation of experiential value, which 
depicts how value represents an individual’s motivation to use a social marketing m-
game, opportunity to use an m-game and ability to perform a behaviour. Further, the 
conceptualisation of experiential value presented in this thesis has demonstrated that 
social marketers developing m-games should aim to create a balance of entertainment 
and behaviour value.   
Second, the findings of this thesis have provided categories of key game attributes, 
which function either to entertain and/or assist the behavioural change of the user. 
Third, this thesis has provided insight into how a social marketing m-game can be 
designed to influence desired outcomes through relationships discovered between 
game attributes and experiential value dimensions. Together, these three findings 
have leveraged off past conceptual frameworks in related disciplines to social 
marketing, lending support to the notion that borrowing theories and concepts is a 
valuable approach for social marketing scholars.   
M-games and social marketing are ever evolving areas, providing exciting new 
opportunities for practical and academic investigations into their collective ability to 
change behaviour. Only recently are social marketers beginning to recognise the 
opportunity m-games provide in assisting behaviour change. This thesis takes one 
step forward in providing an understanding in this space. As such, there are still areas 
in the space of social marketing and m-games which require exploration. 
“Reality is broken. Game designers can fix it.” Jane McGonigal, 2010
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Appendix One: Focus Group Interview Guide-Study 
One 
Study 1 Objectives 
1. To identify the dimensions of experiential value that social marketing m-games can 
create 
2. To discover the preferred game attributes in social marketing m-games 
3. To examine what players would like to see and experience in social marketing m-
games. 
Process 
A. Thank Participants for their Time 
Thank you for agreeing to participate in this research. My name is Rory Mulcahy, I 
am a PhD student from the School of Advertising, Marketing and Public Relations at 
QUT. We are here today to play some mobile games and to discuss the value you may 
or may not experience from playing them, as well as what aspects/characteristics of 
the game you prefer. This research project is a part of my PhD research and I greatly 
appreciate your participation. 
B. Explain the Process 
Today’s process involves two stages. First, you will be asked to choose from a range 
of mobile games. You will then have the chance to play your game of choice for 
approximately 10–15 minutes. The second stage will involve a small group discussion 
on the opinions you had of the game you just played, and what you would like to see 
improved in the game with comparisons to other mobile games you may have played 
outside of today. Overall, I expect the whole process to take approximately 1 hour to 
1 and a half hours. 
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C. Explain Participants’ Ethical Rights (ACTION: 
Distribute and Collect Ethics Documentation) 
 
As a part of QUT’s ethical clearance policies I also require for you to complete the 
forms in front of you. 
1. Is an ethical clearance form. The purpose of this is to outline that the research team 
will ensure your confidentiality in this research project or any other publications that 
may result from this research. Could you please fill this form in now (ACTION: Give 
participants time to fill in form) 
2. The second form is a participant sheet. This form only requires you to fill out 
general demographic information about you. Please note that ONLY the research 
team will have access to this information. You will also notice that there are name 
tags. Could you please write your name on the area provided. This will enable for the 
direction of discussion later. (ACTION: Give participants time to complete tasks) 
After you have completed the two forms could you please hand these to one of the 
research team members. 
D. GAMEPLAY 
Ok, now I would like you to open the folders in front of you. You will notice that 
there are four sheets inside. On each sheet is an outline of a mobile game we would 
like you to play as well as instructions of how to download it for your applicable 
smartphone. Please remember that we would like you to only play one game. The four 
games you can choose from are: 
CityGT 
CityGT is a mobile game developed to look and play as if you were actually driving. 
To play CityGT, players use their Smartphone’s in-built motion sensor to steer a car 
around a track. The aim of the game is to avoid hazards and not crash. 
Dumb Ways to Die 
Dumb Ways to Die is a collection of mini-games. The game involves you trying to 
save characters from dying in dumb ways. One example of a mini game is where you 
must direct your character to duck before he is eaten by a bear.  
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My QuitBuddy 
My QuitBuddy has a Distract Me option which helps with a range of distractions for 
smokers. The My QuitBuddy game is a Fruit Sorter game which occupies your mind 
and hands through the moments of craving. The aim of the game is to sort the 
appropriate fruit into their area, as you progress the difficulty increases. Please note 
for this game there are instructions for you to get to the game in the app. 
Quit for You Quit for Two 
Quit for You Quit for Two is a mobile app which takes your mind of cravings for 
cigarettes with fun exercises. This app has a range of mini games. One example of the 
games is the Baby Bubble game where players pop bubbles to score points. Please 
note for this game there are instructions for you to get to the game in the app. 
Ok, now I would like you to choose your chosen game. Please indicate your chosen 
game by ticking the box at the bottom of your chosen game sheet. For the next 10–15 
minutes please play the game till given other directions. 
E. END OF GAMEPLAY & START OF GROUP DISCUSSION 
You may now stop playing your game. Before we start discussing the games you have 
played, I will share some of my gaming experiences to start. 
Facilitator: Explain personal gaming experience and provide examples of games 
being played at present. 
QUESTION: Could you please tell me about your gaming experience and some of 
the mobile games you are playing at present? 
F. DISCUSSION OF GAME EXPERIENCE 
Objectives: 
1. To identify the dimensions of experiential value that social marketing m-games can 
create 
Ok, now let’s turn our attention to the game you have chosen to play.  
QUESTION: Can you tell me why you chose your particular game? 
Moderator to probe for:  
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• Was it the behaviour the game was focused on? 
•  Was it the appearance of the game? 
 
QUESTION: Why didn’t you choose the other games offered to you today? 
 
Moderator to probe for:  
• Was it the behaviour the game was focused on? 
•  Was it the appearance of the game? 
 
QUESTION: What did you think about the game you just played? 
Moderator to probe for: 
Playfulness: The game experience was so enjoyable that it became absorbing. 
Aesthetics: Individuals explaining how they thought the game appeared. 
Customer Return on Investment: Participants describing if they would use the 
game in their spare time (e.g. travelling on public transport), the time invested in the 
game was worthwhile 
Service Excellence: Players making quality comparisons between games played and 
games played in the past 
Social value: Playing the game would facilitate relationships between others  
Emotional value: Participants describing if the game helped them or would help 
them to relax, have fun, feel positive OR if the game made them frustrated, angry, 
mad 
QUESTION: Can you tell me why or why not this game would help you or someone 
you know change their behaviour?  
G. DISCUSSION OF PREFERED GAME ATTRIBUTES 
Objectives: 
2. To discover the preferred game attributes in social marketing m-games 
QUESTION: So, from the game you played what was your favourite feature of the 
game? 
Moderator to probe for:  
• Game attributes that positively influenced players’ experience: 
o Visual and audio 
o Challenge (e.g. Missions or tasks) 
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o Feedback (reward and punishment) 
o Competition (leaderboards) 
o Control 
o Social Interaction 
o Character 
o Fantasy 
o Customisation (tailored information or experiences) 
o Behaviour Assistance 
 
QUESTION: Ok, what were your least favourite features of the game you just 
played? 
Moderator to probe for:  
• Game attributes that negatively influenced players’ experience:  
o Visual and audio 
o Challenge (e.g. Missions or tasks) 
o Feedback (reward and punishment) 
o Competition  
o Control 
o Social Interaction 
o Character 
o Fantasy (Plot, Scenario). 
o Customisation (tailored information or experiences) 
o Behaviour assistance 
 
H. DISCUSSION OF WHAT PLAYERS WOULD LIKE 
TO SEE IN THEIR GAMES 
3. To examine what players would like to see and experience in social marketing m-
games. 
QUESTION: Based upon the games you played, how would you improve the game 
you just played? 
Moderator to probe for: 
• Experiential value dimensions that may have not previously been discussed 
• Game attributes that may not exist within the games or previously discussed 
 
I. FINAL QUESTION AND CLOSE 
QUESTION: From the games you just played, what would you say were the most 
important game characteristics?  
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QUESTION: Is there anything you would like to add? Or points that you believe are 
important that we have not discussed? 
Thank participants for their time. 
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Appendix Two: Participant Information Sheet-Study 
One 
 
PARTICIPANT INFORMATION FOR QUT RESEARCH 
PROJECT 
– Focus group – 
Pushing the right buttons: Investigating the experiential value created by electronic 
social marketing games  
QUT Ethics Approval Number 1400000026 
RESEARCH TEAM   
Principal 
Researcher: 
Rory Mulcahy, PhD Student, QUT 
 
Associate 
researchers: 
 
Professor Rebekah Russell-Bennett, Principal Supervisor, School of Advertising, 
Marketing and Public Relations 
Dr Kerri-Ann Kuhn, Associate Supervisor, School of Advertising, Marketing and 
Public Relations 
DESCRIPTION 
This project is being undertaken as part of PhD for Rory Mulcahy. The purpose of this 
research is to understand how to effectively develop and design mobile games which 
can be used to encourage people to perform voluntary pro-social and pro-health 
behaviours.  More specifically, this research will look at what game design elements 
exist in a social marketing game, and whether these design elements create any 
value for those people playing the game.  The findings from this research will assist 
in the development of games that could potentially help people perform better 
behaviours such as rail safety and quitting smoking.   
You are invited to participate in this study because you are between the ages of 18–
35 years, and you own a Smartphone. 
PARTICIPATION 
Your participation will involve an audio recorded and video recorded focus group at QUT 
Gardens Point or other agreed location that will take approximately 1 hour to 1 and half 
hours of your time. The focus group will require you to play a mobile game for a period of 
15-20 minutes. Following this, a focus group discussion will commence. Questions may 
include: 
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-Tell me why you chose the social marketing game you just played 
-Tell me about the experience you just had with playing the mobile game 
-What aspects of the game did you like? 
- What aspects of the game didn’t you like?  
Please note that if you arrive late it may not be possible for you to participate. 
You may be invited to take part in a follow-up focus group. 
Your participation in this project is entirely voluntary. If you do agree to participate you can 
withdraw from the project without comment or penalty at any time. If you withdraw, on 
request, any identifiable information already obtained from you will be destroyed. Your 
decision to participate or not participate will in no way impact upon your current or future 
relationship with QUT (for example your grades).  
EXPECTED BENEFITS 
It is expected that this project will not benefit you directly. However, to recognise your 
contribution, should you choose to participate, the research team is offering participants $20 
Coles vouchers and food and beverages to be provided at the focus group. 
RISKS 
There are no risks beyond normal day-to-day living associated with your participation in this 
project. 
PRIVACY AND CONFIDENTIALITY 
All comments and responses will be treated confidentially unless required by law.  Please 
also note that the audio and video recording will be destroyed after the contents have been 
transcribed and only the research team will have access to this data. 
CONSENT TO PARTICIPATE 
We would like to ask you to sign a written consent form (enclosed) to confirm your 
agreement to participate. 
QUESTIONS / FURTHER INFORMATION ABOUT THE PROJECT 
If have any questions or require further information please contact one of the research team 
members below. 
Mr Rory Mulcahy – PhD Student Professor Rebekah Russell-Bennett – Principal 
Supervisor 
Phone: +61 7 3138 8003 Phone: + 61 7 3138 2894  
Email: rf.mulcahy@qut.edu.au  Email: r.bennett@qut.edu.au  
CONCERNS / COMPLAINTS REGARDING THE CONDUCT OF THE PROJECT 
QUT is committed to research integrity and the ethical conduct of research projects.  However, if you 
do have any concerns or complaints about the ethical conduct of the project you may contact the 
QUT Research Ethics Unit on [+61 7] 3138 5123 or email ethicscontact@qut.edu.au. The QUT 
Research Ethics Unit is not connected with the research project and can facilitate a resolution to your 
concern in an impartial manner. 
Thank you for helping with this research project.  Please keep this sheet for your 
information. 
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Appendix Three: Participant Consent Form – Study 
One 
 
CONSENT FORM FOR QUT RESEARCH PROJECT 
– Focus group – 
Pushing the right buttons: Investigating the experiential value created by electronic social 
marketing games  
QUT Ethics Approval Number 1400000026 
RESEARCH TEAM CONTACTS  
Mr Rory Mulcahy – PhD Student Professor Rebekah Russell-Bennett – Principal 
Supervisor 
Phone: +61 7 3138 8003 Phone: + 61 7 3138 2894  
Email: rf.mulcahy@qut.edu.au  Email: r.bennett@qut.edu.au  
Dr Kerri-Ann Kuhn 
Phone: +61 7 3138 9120 
Email: k.kuhn@qut.edu.au  
 
STATEMENT OF CONSENT 
By signing below, you are indicating that you: 
• Have read and understood the information document regarding this project. 
• Have had any questions answered to your satisfaction. 
• Understand that if you have any additional questions you can contact the research team. 
• Understand that you are free to withdraw at any time, without comment or penalty. 
• Understand that you can contact the Research Ethics Unit on [+61 7] 3138 5123 or email 
ethicscontact@qut.edu.au if you have concerns about the ethical conduct of the project. 
• Understand that the project will include an audio and video recording. 
• Agree to participate in the project. 
Name  
Signature  
Date   
 
Please return this sheet to the investigator. 
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Appendix Four: Participant Information Sheet-Study 
Two 
 
PARTICIPANT INFORMATION FOR QUT RESEARCH PROJECT 
– Questionnaire – 
Investigating game attributes and experiential value creation in social 
marketing m-games 
QUT Ethics Approval Number  
RESEARCH TEAM   
Principal Researcher: Rory Mulcahy, PhD Student, QUT 
Associate Researchers: Professor Rebekah Russell-Bennett, Principal Supervisor, School of Advertising, Marketing and P  
Relations 
Dr Kerri-Ann Kuhn, Associate Supervisor, School of Advertising, Marketing and Public Relations 
DESCRIPTION 
This project is being undertaken as part of a PhD for Rory Mulcahy. His research is looking to 
understand how game design elements can build value for those playing social marketing mobile 
games. Social marketing mobile games are unique compared to other mobile games as they have the 
aim of both entertaining players but also encouraging them to change or uptake a pro-health or pro-
social behaviour. Overall, the aim of this research study is to answer the research question: What is 
the influence of preferred game attributes on the creation of experiential value in social marketing m-
games? By answering this research question, the researcher (Rory) will be able to inform both theory 
and practice as to what game design elements  (game attributes) should be used to create both 
entertainment and behaviour change experiential value for players.  
 
You are invited to participate in this research study as you are 18–35 years old and currently own a 
smartphone. 
PARTICIPATION 
Your participation will involve you filling out a pre-survey, downloading and playing a mobile game for 
a week and returning and filling out a post-survey.  
 
Pre-Survey 
The pre-survey will require participants to fill out demographical information such as age, gender, 
amount of use of mobile phone and mobile games. In this section of the survey you will also be 
directed to download a specific social marketing m-game. Directions will include how to search for 
the game within the App Store or Google Play store, as well as an active link which takes you directly 
to a site to download the game. The pre-survey will take approximately 10-15 minutes and will be 
completed online. Questions in the survey may include:  
• What type of smartphone do you own? 
• How often do you play mobile games? 
 
Gameplay 
There are four games being used in this study: My Quit Buddy (iPhone & Android), Quit for You Quit 
for Two (iPhone & Android), Dumb Ways to Die (iPhone & Android) and City GT (this game is only 
available to those with an iPhone). Based upon your answers in the pre-survey you will be directed to 
download and play one of the four games for a week. All of these games are free and there is no cost 
involved in downloading them. You are welcome to play the game as little or as much as you want. 
However, it should be noted that you are required to play the game at least once to complete the 
post-survey. 
 
Post-Survey 
After a week has passed you will be contacted again to return and complete the post-survey. The 
post-survey contains questions regarding game design elements and experiential value. Participants 
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will also be asked questions about how much or how little they played the game over the week. The 
post-survey will take approximately 15-20 minutes to complete. Questions in the survey may include: 
• The game provides content that stimulates my attention (Do you strongly agree, agree, don’t know, disagree or strongly disagree?) 
• The game is visually appealing (Do you strongly agree, agree, don’t know, disagree or strongly disagree?) 
• My skill gradually improves through the course of overcoming the challenges (Do you strongly agree, agree, don’t know, disagree or strongly disagree?) 
 
If you do agree to participate you can withdraw from the project without comment or penalty at any 
time. However, as your name is not connected to the data you submit, once you have submitted a 
completed survey (both pre-survey and post-survey), the researcher will be unable to withdraw your 
data. In order to complete both the pre- and post-surveys all questions must be answered. Your 
decision to participate or not participate will in no way impact upon your current or future 
relationship with QUT (for example your grades).   
 
Please also note that the data you provide for this survey may possibly be used in the future for other 
research purposes outside of Rory Mulcahy’s PhD. For example, journal articles and conference paper 
publications or industry reports. 
EXPECTED BENEFITS 
It is expected that this project will not benefit you directly.  
RISKS 
There are no risks beyond normal day-to-day living associated with your participation in this project. 
PRIVACY AND CONFIDENTIALITY 
All comments and responses will be treated confidentially unless required by law.   
CONSENT TO PARTICIPATE 
Submitting the completed online questionnaires (pre- and post-) is accepted as an indication of your 
consent to participate in this project. 
QUESTIONS / FURTHER INFORMATION ABOUT THE PROJECT 
If have any questions or require further information please contact one of the research team 
members below. 
 
Mr Rory Mulcahy – PhD Student    Professor Rebekah Russell-Bennett – 
Principal Supervisor 
Phone: +61 7 3138 8003     Phone: + 61 7 3138 2894  
Email: rf.mulcahy@qut.edu.au     Email: r.bennett@qut.edu.au  
CONCERNS / COMPLAINTS REGARDING THE CONDUCT OF THE PROJECT 
QUT is committed to research integrity and the ethical conduct of research projects.  However, if you 
do have any concerns or complaints about the ethical conduct of the project you may contact the 
QUT Research Ethics Unit on [+61 7] 3138 5123 or email ethicscontact@qut.edu.au. The QUT 
Research Ethics Unit is not connected with the research project and can facilitate a resolution to your 
concern in an impartial manner. 
Thank you for helping with this research project.  Please keep this sheet for your information. 
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